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Census Bureau 
Issues Ad Data 
from ‘47 Census 


000 in 
printed periodicals in 1947. 
On the basis of an 


person. 


reported that 
sales 


were $374,086,686 in 1947. 


averaged $15.21 per person. 


e (Earlier, the 


taled $394,872,000 in 


of Business, 
establishments 
vertising agencies. See Page 2.) 


higher. 


WASHINGTON, Jan. 26—A Census 
Bureau tabulation showed today 
that advertisers spent $1,818,154, 
newspapers and other 


estimated 
population of 143,400,000 persons 
at the time, the bureau pointed out 
this was an average of $12.50 per 


The Census Bureau does not col- 
lect figures for radio, but the Fed- 
eral Communications Commission 
receipts for time 
for networks and _ stations 


With radio advertising added in, 
expenditures in three major media 


bureau reported 
that receipts of advertising agen- 
cies for commissions and fees to- 
1948. The 
agency figure was from the Census 
which covered 3,279 
classified as ad- 


The census figure of $1,192,413,- 
000 for newspaper advertising re- 
venue was lower than that com- 
monly used in industry, while the 
$625,741,000 periodical figure was 


Wonderful one-dish feet. 


SERVES 4 AT ABOUT 18 A SERVING 


Wane. PoBidwony, 


LONDON BEE BEEF PIE 


x: a Pillsbury PIE CRUST MIX “ 


PILLSBURY-HORMEL--One of —- ads in which Pillsbury Mills and George A. Hormel 


Co. join forces in pr 


of Pillsbury pie crust mix and Dinty 


Moore beef stew is “this color spread in This Week Magazine. 


For example, Hans Zeisel, as- 
sociate director of research for 
McCann-Erickson, has estimated 
newspaper advertising in 1947 at 
$1,475,000,000 and periodical ad- 
vertising at $555,000,000. Zeisel’s 
estimate for radio was $494,900,000. 


Dr. Pepper Sues 
Coca-Cola; Says 


@ The census data was obtained in | ‘5s Price Is Unfair 


the 1947 Census of Manufactures. 


It fixes the number of newspapers | 


at 10,282, with aggregate circula- 
tion per issue (total of the average 
per-issue circulations of the in- 
dividual publications) of 119,567,- 
360. In 1939, the census recorded 
9,173 newspapers, with an aggre- 
gate circulation of 96,476,469. 
The bureau said its total omits 
between 350 and 450 very small 
(Continued on Page 8) 


WASHINGTON, Jan. 


Authority’s zinc 

der. 
Responsibility 

20% 


for achieving 


advertising club 


William 


copy, 


ation 
newspapers. 

Among the 
were: 


a 


cut in zine use is shared by | 
all those who prepare newspaper 
President 
F. Sigmund wrote. The 
club said its action was in cooper- 
with the four Washington 


conservation steps 


1. Use of border cuts should be 


avoided. 


In many cases standard 
type borders and their combina- 
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Ten Ways to Cut Down Use of Zinc 
Urged on Washington Adclub Members 


26— The tion accomplish the same result. 
Washington Advertising Club has y 
urged its members to follow a 10- 
point conservation program in co- | 
operation with National Production | 
curtailment or-| 


Design art borders only when they 
can be used frequently. 
2. Screened type 

avoided. 
3. Avoid extensive use of double 


printing of large areas of type! 
on ben day or wash background. | 


4. Avoid use of hand lettering 
when type will do the job as well. 
Don’t use blownup type when it 
is possible to select suitable type 
from faces available in necessary 
sizes. 


s 5. Avoid tying one piece of art 
onto another in a manner that 
creates waste areas. Don't tie in 
extended type-text with illustra- 
tion, so as to increase the. zinc 
area. 

6. Make all cuts, whenever pos- 
sible, so that they may be adapted 
to future use. Use cuts over again 
as often as possible. 

7. Don’t order the same engrav- 
ing to be made more than once. 
Newspapers will exchange cuts— 


3g SO, when ordering a repeat ad or 


a layout, utilizing illustrations that 


46 appeared in a previous ad, please 


specify when the cuts last ap- 
peared so that they can be picked 
up for re-use. 

8. Use mats from newspaper 
services whenever possible. 

9. Standardize the size and style 
of your signature and trademarks 
for continuous re-use. Avoid tying 
signature cuts into borders which 
create large cut areas. 

10. Type, properly used, can, in 
many instances, make the exten- 
sive use of zinc unnecessary. 


Cuicaco, Jan. 26—Dr. Pepper 
Bottling Co. here filed suit yester- 
day in U. S. district court against 
Coca-Cola Co. and Coca-Cola Bot- 
tling Co. of Chicago, claiming that 
the 5¢ price for Caca-Cola is in 
restraint of trade. Dr. Pepper 
asked $750,000 damages» and an 
injunction restraining Coca-Cola 
from continuing to sell its product 
at “less than cost.” 

The suit charged that since 1948 
Coca-Cola has been trying to sup- 
press competition in the Chicago 
area by forcing store owners to 
sell Coke for no more than 5¢, on 
the threat that supplies would be 
withdrawn from those stores fail- 
ing to cooperate. Coca-Cola also 


should be agreed, the suit continued, to sell 


(Continued on Page 63) 


Tougher Competition 
Ahead, NAEA Told 


Ads to Rally 
Public Support 
on Price Control 


WASHINGTON, Jan. 26—Now that 
the country is plunging into 
another experiment with price 
control, the government is ex- 
pected, within the next few days, 
to call in advertisers and other 
information experts to help de- 
velop devices for rallying public 
support 

During the past week, Defense 
Mobilization Director Charles E. 
Wilson has indicated that he will 
establish a central information 
agency roughly similar to the 
domestic branch of the wartime 
Office of War Information to de- 
velop central policy positions for 


the government agencies dealing: 


with emetgency problems. 


@ Basic planning in the informa- 
tion field rests at present with W. 
Howard Chase, director of public 
relations for General Foods Corp., 
who joined the Wilson staff last 
week. Earlier he had served as 
public relations consultant for Sec- 
retary of Commerce Charles Saw- 
yer. 

At the moment, the plans for the 
information campaign were still 
indefinite. But the appointment of 
Eric Johnston, himself a skilled 


public relations man, gave added | 


impetus to reports that a vigorous 
(Continued on Page 4) 


Last Minute News Flashes 


‘Newsweek,’ ‘Time,’ ‘Life.’ ‘Fortune’ Rates Up 

New York, Jan. 26—Time Inc. and Newsweek today announced 
increases in advertising rates to take effect in the fall. Newsweek will 
have an increase of approximately 9.8%, effective with the Sept. 3 


issue, with the rise attributable to “higher costs,” 
vertising manager, said. Time’s rate will be increased 8.8% 


Gibson McCabe, ad- 
, Life’s 8% 


with both effective on Sept. 10 issues; Fortune’s increase of 10% be- 
comes effective with the October issue. Clay Buckhout, Life’s adver- 
tising director, pointed out that the magazine reduced rates in 1949 


(restoring the cuts last year) but “today.. 


-no amount of ingenuity 


can make up for the increased costs of publishing.” A spot check of 
major magazine publishers shows no others with immediate increases, 
although some concede rate rises are being considered. 


Florists Doubles Appropriation; Renames Grant 


Detroit, Jan. 26—Florists’ Telegraph Delivery Service has doubled | 


its appropriation to more than $1,000,000. Grant Advertising Inc. has 


been renamed to handle the account following invited presentations by 


eight agencies. 


FTC Chief Warns Staff to Check ‘Defense’ Copy 


WASHINGTON, Jan. 26—Federal Trade Commission Chairman James white space around each ad. 


M. Mead today instructed his staff to report on ads “of a doubtful 


nature [that] appear to contain improper references to defense pro- 


duction, the public health, price rises or trends and critical materials.” 


Robertson Attack on 
Double Billing Leads to 
Resolution; Elect Heindel 


Cuicaco, Jan. 24—The competi- 
tion is getting rougher, members 
of the Newspaper Advertising Ex- 
ecutives Assn. learned this week. 

At their annual conference at 
the Edgewater Beach Hotel here, 
they heard their own hard-work- 
ing officials and others explain 
that much more is necessary than 
in recent years to keep newspapers 
at the top of the media heap in 
1951. 

As George G. Steele, Philadel- 
phia Bulletin, the outgoing presi- 
dent of NAEA, expressed it, “Our 
job...is to see that we stay on 
top.” Preliminary estimates, he 
said, indicate that in 1950, for the 
second consecutive year, newspa- 
pers retained their position as the 
biggest national advertising medi- 
um in terms of national advertis- 
ers’ dollar investment. 


e Early in the meeting, Arno H. 
Johnson of J. Walter Thompson 
Co. painted a picture of a vast ex- 
pansion of business and personal 
incomes probable during the pre- 
paredness program ahead, but this, 
he said, hinges in large part on 
whether advertisers can be in- 
duced to boost their budgets (see 
Page 38). And Fairfax M. Cone of 
Foote, Cone & Belding warned 
Monday that advertising will meet 
with considerable hostility from 
many quarters later this year. 
(The full text of his vigorous ex- 
position of the role of advertising 
is reported on Page 56.) 

Specific advice on what the 
newspaper admen must do to meet 
other “dollar swallowing” media 
|was given Monday by Ralph C. 
Robertson, director of media for 
Colgate-Palmolive-Peet Co., in a 
talk that must have left many of 
his listeners smarting. 

(Continued on Page 64) 


Kinsey Distilling 
Doubles Ad Size 
with White Space 


PHILADELPHIA, Jan. 25—Kinsey 
Distilling Corp. has doubled the 
size of its newspaper ad copy 

throughout the country in order to 
| increase visibility. 

Copy, which formerly ran in 400- 
line space, henceforth will appear 
| in 840-line insertions, thus provid- 
}ing an unusually large border of 


First test of the idea was con- 
ducted in New York. An 840-line 
_ad in the Jan. 12 New York Times 


Food, drugs and wool fabrics were listed among products requiring proved “highly successful” both in 


“constant” attention. 


Weekly Papers 1950 Ad Income Up 16% 


New York, Jan. 26—U.S. weekly newspapers in 1950 published a 
total of $20,322,339 in national advertising, an increase of 16% 
and 65% over °48, according to figures released today by American 
Press Assn. The 1950 total amounted to 580,638,254 lines of advertising 


in 8,386 weeklies in towns under 50,000 population. 
(Additional News Flashes on Page 63) 


over "49 


| attracting attention and in boost- 
ing sales, according to the company. 
| Similar ads were run the fol- 
lowing week in other East Coast 
cities, with similar results, and the 
decision to extend the idea nation- 
ally was reached at that time. 

J. D. Tarcher Co., New York, is 
the agency. 
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1950 Newspaper Ad | 
Linage up 6% Over 
Record Year of ‘49 


Cuicaco, Jan. 24—As the News- 
paper Advertising Executives 
Assn. met here this week, Media 
Records Inc. reported that the 
vclume of newspaper advertising 
in 1950 was 6% greater than in 
1949 and larger than any other 
year on record. 

Newspaper ad volume in 1950 
exceeded the 1929 total (the old 
target) by 28.6%, and was 129% 
greater than the volume in 1933— 
the lowest of the past 22 years. 

For 23 years, Media Records 
newspaper advertising trend 
charts have been based on adver- 
tising linage in 52 cities through- 
out the country. Latest data re- 
leased by the organization shows 
that all classifications of advertis- 
ing were up in 1950, as compared 
with the previous year. 


e Linage and percentage increases 


by classification are as follows: 
Entire Year 


| 
% | 


Retail 1950 1,391,086,056 | 
Including Dept. 1949 1,332,.333,138 | 
Stores) Gain 58,752,918 44 
(Department 1950 529,471,862 | 
Stores) 1949 506,745,394 
Gain 22,726,468 4.5) 
General 1950 389,564,290 
1949 354,781,475 
Gain 34,782,815 9.8) 
Automotive 1950 120,592,461 
1949 105,484,794 
Gain 15,107,667 14.3 
Financial 1950 28,274,136 
1949 25,344,745 
Gain 2,929,391 11.6 
Total Display 1950 1,929,516,943 
1949 1,817,944,152 
Gain 111,572,799 6.1 
Classified 1950 510,632,633 
1949 484,024,237 
. Gain 26,608,396 5.5 
Total Advertising 1950 2,440,149,576 
1949 2,301 ,968,389 
Gain 138,181,187 6.0 


Dravo Names W. L. Davidson 


Dravo Corp., Pittsburgh, indus- 
trial and marine construction and 
industrial heating, has named 
Walter L. Davidson, since 1942 in 
various positions in the engineer- 
ing works and machinery divisions, 
as sales manager of the heating de- 
partment. He will supervise the 


national sales : 
Dravo Counterflo direct-fired 
warm air space heaters. 


Yambert Names McHugh 
Yambert, Prochnow, McHugh & 


Macauley, Beverly Hills, Cal., has 


named Phil D McHugh, vice-presi- 
dent of the agency, as radio and 
television director. The agency has 
been named to handle the account 
of Wetherby-Kayser Shoe Co., Los 
Angeles, women’s and men’s re- 
tail shoe chaia. 


Kodak Names Paul Lyddon 


Eastman Kodak Co., Rochester, 
N. Y., has named Paul W. Lyddon, 
formerly editor of “Kodak News,” 
the company’s dealer publication, 
as head of medical and dental X- 
ray product advertising. He suc- 
ceeds William A. Withus, who is 
on leave with the U. S. Depart- 
ment of State. 


Allied Names Salzman V. P. 


Allied Record Mfg. Co., Holly- 
wood, Cal., has named Samuel 
Salzman, plant superintendent, as 
vice-president in charge of manu- 
facturing. 


ravens ead 


“I’m dog tired tonight, dear. Response from our 


advertising in the Des Moines Sunday Register is terrific” 


Results from advertising in the Des Moines Sunday Register 
are really something to bark about. 

But no wonder! Look at the market you reach and the 
coverage you get... 242 million people with an annual in- 


come of 5 billion dollars make u 


lowa. Urban spending 


tops cities like San Francisco and Boston. Farm spending is 


the highest anywhere. 


This whole super market is signed, sealed and delivered 
by the Des Moines Sunday Register like this: it completely 
dominates in 86 out of lowa’s 99 counties with coverage 
from 50% to saturation. Nowhere else is coverage less 


than 25%. 


Milline rate for all this is only $1.77. 


THE Des MOINES REGISTER anv TRIBUNE | 


Gardner Cowles, President 


Represented by: 


Melly 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES | 


ABC CIRCULATION Sept. 30,1950: 
Daily, 372.133—Sundov. 536.707 


| 


Osborn, Scolaro, Meeker & Scott—New York, Chicago, Detroit, Philadelphia 


organization for| 
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Census Bureau Data 


on Advertising Agencies, 1939 and 1948 


| WASHINGTON, Jan. 25—Receipts 
| of advertising agencies reached 
$394,372,000 in 1948, gup 306% 
from*1939’s $97,372,006, the Bu- 
reau of the Census announced to- 
| day. 

Receipts, as defined by the Cen- 
sus Bureau, consist of commissions, 
fees, etc., but exclude space, time 
and other media costs. Thus “re- 
ceipts” are not comparable to agen- 
cy billings. 
| The bureau said there were 3,279 
agencies in 1948, as compared with 
1,628 in 1939. 

An advertising agency—accord- 
jing to the Bureau’s definition—is 
an organization or proprietor quali- 
| fied to receive commissions for the 
preparation and placement of ads 
| in media. Such an agency must also 
| have prepared and placed such 
copy. 

Though the increase in the num- 
ber of agencies and dollar volume 
was general throughout the coun- 
try, two states—New York and 
Illinois—accounted for 57% of the 
dollar volume. In 1939, these two 
states reported 61% of advertising 
agency receipts. 

Seven states—New York, IIli- 
nois, Michigan, California, Penn- 
sylvania, Ohio and Missouri—ac- 
counted for 82% of agency receipts, 
as compared with 88% in 1939. 


e The order of ranking of the top 


From the 1948 Census of Business 
Active 
Paid Employes Proprietors 
Receipts (+000) Establishments Payroll (+000) Wk. Nov. 15 (Unincorp.) 
1948 1939 1948 1939 1948 1939 1948 1939 Nov., 48 1939 
U. S. Total $394,872 $97,372 3,279 1,628 $194,342 $53,546 38,739 16,936 2,469 1,070 
States 
New York $160,902 $44,343 846 385 $89,395 $25,755 16.277 7,076 S567 214 
Illinois 66,041 15451 380 216 33,467 8621 5.819 2466 236 133 
Michigan 26,302 7,940 144 72 10,984 3,705 2,050 967 «(116 52 
Califo: ma 26,167 6.288 403 195 11,528 2.976 2.491 1,510 339 151 
Pa. 20,795 4893 201 lll 10,243 3,569 2.516 1,389 169 87 
Ohio 18,635 4714 178 115 8.714 2,313 1,858 743 «123 68 
Missouri 10,967 3,040 91 56 4,731 1,758 1,079 538 87 37 
Mass. 8,413 2.176 105 74 3,816 1,009 864 416 61 45 
Texas 5,405 707. «104 47 1,981 281 518 160 «101 39 
Wisc. 5,664 690 54 % 2.555 343 549 145 27 28 
Minn. 5,398 999 56 24 2,563 563 568 230 aa 15 
Maryland 3,959 684 55 27 1,369 344 413 163 49 28 
> & 3,494 685 66 23 1,413 195 400 85 58 16 
Washington 2,892 561 67 41 1,169 287 321 129 55 21 
Oregon 2,628 297 28 15 666 168 177 74 25 9 
Conn. 2,533 521 43 10 1,009 153 262 79 24 5 
Indiana 2,409 281 52 21 1,014 127 237 57 45 u 
lowa 2,043 298 % 6 524 109 179 53 x» 2 
Georgia 2,015 484 28 18 780 243 188 91 26 8 
RL 1,520 x 32 5 552 x 160 x 27 x 
D. C. 1,498 304 24 4 761 108 189 59 23 u4 
Florida 1,483 x 33 7 sod x 160 x 27 x 
Tenn. 1,404 lll 24 7 663 105 176 51 v7 2 
La 1,323 242 18 6 565 140 148 49 19 1 
Colo. 1271 259 od 17 536 lll 155 70 24 13 
N. C. 1,214 x 16 8 273 x 68 x 10 x 
Va. 1,146 7 a 392 % 115 19 10 1 
Utah 1,099 17 4 7 200 51 59 22 7 7 
Ala. 565 x 13 2 194 x 72 x 13 x 
Idaho 305 x a 2 73 x 21 x 2 x 
Arkansas 297 x 9 + 78 x 3» x 8 x 
Arizona 256 x 9 3 79 x 39 x 8 x 
W. Va. 202 x 4 2 67 x 30 x 7 x 
Kansas 190 x 5 + 75 x 27 x 2 x 
N. D. 27 ne BD Jen 16 : 7 i | ar 
Other states withheld to avoid disclosure—but figures of missing states included in U. S. total. 
xWithheld to avoid disclosure of business secrets of individual companies. 
342,000 in 1948. 
ensus uréau The Census Bureau included in 
its agency figures “establishments 
primarily engaged in contracting 
Releases Data for radio time or for space in 
magazines, newspapers or other 
media for clients.” Establishments 
Ad A which write advertising copy or 
on gencies do commercial art work but do not 
place advertising are not included 


under this heading. 


we While the Census Bureau fig- 
ures showed 3,279 agencies in 1948, 
“Standard Advertising Register” 
| listed only 2,500 in its “Agency 
List” during the same year. (This 
| year, the list contains the names 
of 3,200 agencies and their 
| branches.) 
| The 2,500 listed by the “Register” 


| were agencies (and their branches) 


| which handled marketing efforts 
on more than a purely local basis. 
In addition, almost all of them 
; were recognized by one or more 
| of the publishers’ associations 
granting such recognition, or they 
are members of various agency 
groups. 

Albert J. Crane, western man- 
ager of National Register Publish- 
ing Co., which publishes “Standard 
Advertising Register,” told AA 
that the figure released by the 
Census Bureau might have been 
even larger if all organizations and 
proprietors granted credit on the 
placement of copy by various me- 
dia were included. Many of these, 
however, confine their activities to 
preparation and placement of ads 
for local retailers. 


Travel Agents Respond 
To Colonial Ad Listings 


Colonial Airlines, New York, has 
decided to increase its monthly 


seven states was unchanged from 
1939. New York’s share of the bus- | 
iness fell from 45.3% to 40.8%. | 
Illinois, in second place, increased 
its share from 15.4% to 16.8% and 
Michigan, in third place, had 6.5% | 
in 1948, as compared with 8.2% in 
1939. Other leaders changed only 
fractionally. 

The average agency’s receipts 
increased from $59,811 in 1939 to 
$120,425 in 1948. Average wages 
went from $3,162 to $5,017 and the 
agency’s receipts per employe 
from $5,749 to $10,193. 

Employment totaled 38,739, plus 
2,469 proprietors of unincorporated 
businesses in 1948, compared with 
16,936 and 1,070 “active” proprie- 
tors in 1939. Payrolls increased 
from $53,546,000 in 1939 to $194,- 


flight to Bermuda newspaper ad 
to five columns next month, as a 
result of travel agents’ response 
to the ad. Running in New York, 
Montreal, Washington and other 
cities, the ad lists the names of 
travel agents who book Colonial 
reservations. 

Inclusion of their names in an 
ad was so unusual, according to 
Monroe Greenthal Co. (Colonial’s 
agency), that agents have called 
about the volume of business nec- 
essary to remain on Colonial’s fu- 
ture listings. 


McGrath to Open Own Office 


J. Morgan McGrath has resigned 
as research and promotion director 
of West-Holliday Co., San Francis- 
co, to open his own publishers’ rep- 
resentative office at 110 Sutter St., 
San Francisco. 
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Larger audiences 


Many daytime feature films deliver audiences larger 


than nighttime local programming. For example: 
Why you should = 


In Philadelphia—WPTZ's Hollywood Playhouse 
(12:30—1:30 PM Monday—Friday) ...... . 16.6* 


In Cleveland —WNBK’s Stagecoach Theater 


+ t fil (4—5:15 PM Saturday) :.............- 15.3* 
use ed ure I ms In Chicago—WNBQ's Matinee Playhouse 


(1—2 PM Monday—Friday) ........... . 89* 


* Latest American Research Bureau Rating 


in dayti rm e spot More commercial impact 


Scheduling your commercials during a daytime feature 
film guarantees complete audience attention, unsur- 


passed impact On viewers, 


television 


Increased product identification 


Many stations (notably WPTZ, Philadelphia, WNBQ, 
Chicago and WNBW, Washington) offer in addition to 
one-minute Commercials, product and sponsor identifi- 
cations in other portions of the feature films... all for 
the price of a one-minute announcement. 


Lowest cost 


Participations in daytime feature films are invariably 


lower (usually half the cost) of nighttime announcements. 


Where to buy 


The best place to start your television schedule in day- 
time feature film programs is on one or more of the 


stations represented by NBC Spot Sales. Call your NBC 
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Spot Salesman today and start reaping the benefits of tele- 


vision’s most economical buy... Daytime Feature Films. 


WNBT New York 
WNBQ Chicago 
KNBH Hollywood 
WPTZ Philadelphia 
WBZ-TV Boston 
WNBK Cleveland 
*“WNBW Washington 
*WRGB Schenectady — Albany —Troy 


*Participations in Daytime Feature Films not currently available, but 


your NBC Spot Salesman has many other attractive daytime availabilities. 
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Grid-1-Redi Prepared Pancake Batter Opens! 


Chicago Push via Radio, TV, Newspaper Ads 


Cuicaco, Jan. 24—Full-page 
newspaper copy, coupled with radio 
and TV spots and FM food store 
commercials are being used to her- 
ald the entry of Grid-1-Redi pre- 
pared pancake batter in the Chi- 
cago market. 

Grid-1-Rich Inc., which markets 
Grid-1-Redi pancake mix, tested 
the product last fall in the New 
York area and then began building 
distribution in the Chicago market. 

The pancake batter is sold 
through five or six Chicago dairy 
companies, including Bowman, 
Borden and Hawthorn-Mellody. 
Home delivery milk men, as well 


When you 
need 


Remember 


Compiler of NATIONAL 
RECENT BIRTH LISTS EXCLUSIVELY 
BIRTH for over 55 years 
LISTS OR 5-3523 


as food store route men, are en- 
gaged in distribution of the prod-| 
uct. 

| 


® Grid-1-Redi is marketed in car- | 
tons similar to those in which milk 


| is sold. Copy plugs the idea that 


there is “nothing to add, nothing | 
to stir. Just heat up your griddle, | 
grease lightly and pour out” the’ 
batter. A one-quart carton, copy 
continues, will make “from 28 to 
32 family-size pancakes.” | 

The company is headed by Mark | 
Lipsky, vice-president and general | 
manager of Reddi-Wip Inc., and! 
Jack Teaford. Olian Advertising| 


| Co. is handling the Chicago cam- 


paign on Grid-1-Redi. 
Plans for introducing the prod- 


WM F RUPERT. uct in additional U.S. markets will 


not be completed until the Chicago 
operation is in high gear. However, 


John M. Foster & Son Ltd., Toron- 
90 Fifth Ave., New York 11 to, introduced Grid-1-Redi in that 
city last month, using newspaper 


the already mowed pancake batter 
te your store and to your door... 


PANCAKE BATTER—Grid-I-Redi prepared 


| pancake batter, marketed by Grid-I-Rich 


Inc., kicked off its Chicago area promo- 
tion with this full-page newspaper copy, 
plus radio and TV spots. Olian Advertis- 
ing Co. is handling the Chicago campaign. 


and spot radio advertising. Plans 
call for expanding distribution to pointed to handle the account. 


| Halifax and Vancouver, with} 
| Walsh Advertising Co., Montreal, | 
| handling the promotion. 


‘Life’ and P&G to Sponsor 
‘Kukla, Fran & Ollie’ 

Sealtest’s segments of “Kukla, 
Fran & Ollie” (NBC-TV), to be 
vacated at the end of the current 
cycle, will be taken over by Life 
(Young & Rubicam) and Procter 
& Gamble (agency not named).| 
|Each new advertiser wil! carry! 
| the program one day a week. Ford 
| Motor Co. ¢Wednesday) and Ra-| 
| dio Corp. of America (Monday and | 
Friday) continue as sponsors. 


Sets Chewing Gum Drive 
| True-Health Chemical Preducts 


| Corp., Bradford, Pa., has scheduled 
an intensive campaign to introduce 
its Duke chewing gum, a new 
product containing a decay-retard- 
ing ingredient. Nationwide distri- 
bution of Duke gum will follow its | 
| introduction in three markets, as | 
yet unannounced. Newspapers, | 
direct mail, radio, television and 
magazines will be used. Gregory & 
House, Cleveland, has been ap- 


COVERAGE ++ 


WGY and only WGY with its powerful 50,000 watts serves 53 counties 
in 5 northeastern states. Included in this tremendous coverage picture are 21 
major metropolitan markets each with 25,000 or more people within its retail 


ls ame x la Ny MITC: 


LOCALLY 


REGIONALLY 


A GENERAL ELECTRIC STATION 


o 


trading area. 
HERE THEY ARE 


ALBANY 
AMSTERDAM 
GLENS FALLS 
GLOVERSVILLE 
MASSACH 
ADAMS 

NORTH ADAMS 
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in excess of 3 


o 


COUNTY 
ALBANY 
COLUMBIA 
FULTON 
GREENE 
MONTGOMERY 
RENSSELAER 
SARATOGA 
SCHENECTADY 
SCHOHARIE 
WARREN 
WASHINGTON 


STATION A (5,000 
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STATION WGY (50,000 W) 


STATION B (10,000 W) 
STATION C (15,000 W) 


HOOPER SHOWED IT ....BMB PROVED IT 


NEW YORK 


HUDSON WORWICH SARATOGA 
JOHNSTOWN ONEONTA SCHENECTADY 
KINGSTON ROME TROY 
UTICA 
USETTS VERMONT 
PITTSFIELD BARRE RUTLAND 
BENNINGTON BURLINGTON 


billion dollars 


Woy STATION A 
9% 82% 
ao, 32% 
37%, 2% 
87%, 9% 
%%, n% 
38%, 38%, 
7, 57% 
N% 71% 
7% 43% 
n%, — 
93% 2% 
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Ads to Rally 
Public Support 
on Price Control 


(Continued from Page 1) 
effort to rally public opinion 
against black marketing would be 
worked up. 


e Price Administrator Michael Di- 
Salle would be the first to concede 


| that black marketing could easily 


become a serious problem. In rec- 
ommending a price freeze, he 
takes the position that there are 
risks in price control—and risks 
in doing nothing. He has argued 
that he prefers to try to meet the 
problem. 

DiSalle, who has been insisting 
on a freeze, feels that he can count 
on a short “honeymoon” period in 
which to work out more perma- 
nent devices for stabilizing the 
price line. 

The publishing business and a 
handful of professions are about 
all that are exempt from the cur- 
rent price freeze. Later the Price 
Administrator may decide to un- 
freeze a substantial number of un- 
important items. 

Here’s’ what 
ahead: 


is immediately 


se For the present, the freeze is 
all inclusive. 

But in the next few days, the 
Price Administrator will begin 
issuing special regulations govern. 
ing pricing procedures for various 
commodities and trades. 

Among the first regulations will 
be the price ceilings for basic ma- 
terials, based largely on the vol- 
untary arrangements which had 
been worked out at industry con- 
ferences here during the past few 
weeks. 

One of the major decisions will 
be the pricing procedure for re- 
tailers. Trade groups are hopeful 


. . - add to this the home counties in which these 21 cities are located and you 
have a richly concentrated market of 2,980,000 people with spendable incomes 


In the 11 county area recognized by the Commerce Department of the 
State of New York as "The Capital District", the actual BMB county by county 
breakdown showing the percentage of radio families comprising a station's weekly 
nighttime audience is as follows: 


STATION B- STATION C 
63% 7% 
25% 35% 
“% 2% 
29% 6% 
% N% 
53% 55% 
S% 45% 
4% 52% 
_ 6% 
W% 8% 
0% 9% 


With a BMB average of 90°7, WGY leads its closest competitor by more 
than 45% for the combined 11 counties of New York State’s Capital District. In no 
instance does any area radio station surpass WGY in the b 
listeners—even in home counties. In daytime listening one station enjoys a 
slight margin in only one county. Here is the actual station by station comparison 


—_e 
v 


of 


TOTAL WEEKLY AUDIENCE 


DAY 


w) 


Represented Nationally by NBC Spot Sales 


NIGHT 


So remember, for complete coverage of a vast 53 county 
area plus concer.trated coverage of New York State's 3rd 
market, the Cap tal District, your best radio buy is WGY: 


that the Price Administrator will 
take up where OPA left off, and 
issue an order freezing percentage 
markups, rather than dollar 
| figures. 


| RCA Gets Permission 
| to Appeal Color Case 

Radio Corp. of America yester- 
day was granted permission to pro- 
ceed with an appeal to the Su- 
preme Court from a lower court 
decision upholding the Federal 
Communications Commission’s de- 
cision favoring Columbia Broad- 
casting System’s color television 
system. 

Court of Appeals Judge J. Earl 
Major and Judge Philip L. Sulli- 
van of the federal district court 
signed the order permitting RCA to 
appeal. The two judges were mem- 
bers of a three-judge court which 
decided in favor of FCC and CBS 
last month (AA, Dec. 25). District 
Judge Walter J. LaBuy, the third 
member of the court, wrote a dis- 
senting opinion on the case. 


WWDC to Join Mutual Net 
| Station WWDC, Washington, be- 
/comes Mutual Broadcasting Sys- 
| tem’s origination station and outlet 
|in the Washington area March 11. 
| Station WASH-FM continues as 
| Mutual’s Washington FM outlet. A 
| year ago, WWDC exchanged facii- 
| ities with Station WOL, the net- 
| work’s affiliate at the time, leav- 
ing WWDC with 5,000 watts and 
| reducing WOL to 250 watts. Since 
|'then, Mutual has been using 
WEAM, Arlington, Va., to cover 
the Washington area. 


Transfers Floyd Leverette 

| Floyd Leverette, of the editorial 
staff of Modern Railroads, Chicago, 
has been transferred to the adver- 
tising department as district man- 
ager with headquarters in Chi- 
cago. 


Cartoonists Names Langdon 

Bill Langdon, formerly with Art 
Inc., has been appointed art di- 
| rector of Cartoonists, Chicago. 
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dramatize a wealth 
of information... 
condition young 
minds to the realities 
of everyday living... 
increase their under- 
standing of science, 
people, literature, 
history, politics . . . 
help give junior’s 1.Q. 
a hypo, and add 
another dimension 

to his education. 


Represented by 
Richard A. Feldon & Co., Inc. 
205 East 42nd Street 
New York 18, N. Y. 


CHICAGO LOS ANGELES 
SAN FRANCISCO PORTLAND 
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Kaiser-Frazer Ad 
Budget Is $1,150,000 
for First Quarter 


Detroit, Jan. 24—Burton Dur- 
kee, Kaiser-Frazer Co. advertising 
director, has announced an adver- 
tising budget for the first quarter 
of 1951 totaling $1,500,000. 

Approximately 47% of the 
budget has been earmarked for 


Sick of Bum Art, high prices? 


Write today for free brochure 


: STIVERS STUDIO 


PO. Box 3684 + San Francisco 19, Californie 


Spread 4000 new, top-quality spots, 

“e covering every need, before you and 

~ « pay only $1.00 for those you use 
Easy to use, limited to recognized | 

- agencies, editors & Ad Mgrs 


| vision, which now has this quar- 


newspaper space and the remain- 
der for national magazines, radio 
and television. 

In announcing the new program, 
Mr. Durkee said, “We're hitting 
hard on the theme that the Kaisers 
and the Henry Js are the newest 
cars on the road and are likely to 
continue to be for a long time to 
come.” 


Monarch Signs Godfrey 


Reid Murdoch division of Con- 
solidated Grocers Corp., Chicago, 
wil) sponsor the 10 to 10:15 a.m., 
EST, segment of Arthur Godfrey’s 
daytime show over CBS on alter- 
nate days starting Feb. 6. Time 
for Monarch foods was bought 
through Weiss & Geller. Toni di- 


ter-hour five days a week, will 
aliernate with the new sponsor. 


ARF Names Ferguson 


tising manager of Successful Farm- 
ing, has been named to the admin- 


search Foundation as one of three 
representatives of the Agricultural 
Publishers Assn. 


Appoints Lindsay Agency 


Atkins & Durbrow, New York, 


maker of Pioneer and Concen- 
trated peat moss and OK litter, 
has named Lindsay Advertising 


| Agency, New Haven, to handle its 
account. 


Klaus Quits Buchanan Post 

Erwin H. Klaus has resigned as 
marketing director of Buchanan & 
Co., San Francisco. 


Cuicaco, Jan. 24—Many large 
Pittsburgh retailers have boosted 


'their dollar volumes by changing 


their sales strategy on the basis 
of what the Pittsburgh Press has 


NAEA Meeting 


discovered through its continuous! 


retail panel. 

Earl J. Gaines, advertising direc- 
tor of the Press, told about the 
four-year-old panel study at the 
Newspaper Advertising Execu- 
tives Assn. annual meeting here 
today. 

The panel study, conducted by 


“They spend the most 


where the most 1s spent” 


Copyright, 1050, 
The New ¥ 


orker Magazine, Ine. 


“Please don’t encourage him” 


82% of THE NEW yYorKER’s circulation is concentrated in the 41 city-trading areas 


where most of the retail dollars are spent. And in those 41 richest areas, top stores rate 


NEW YORKER subscribers among their most profitable customers—a fact proven 


many times by checking charge accounts. 
Sales directly traceable to advertisements in 
THE NEW YorkER also show that NEW YORKER 
readers are not afraid of price tags. 


They spend the most where the most is spent. 


THE 


NEW YORKER 


No. 25 WEST 43n0 STREET 


NEW YORK, 18, N. Y. 


SELLS THE PEOPLE 
OTHER PEOPLE FOLLOW 
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\‘Pittsburgh Press’ Panel Shows Losses 


R. C. Ferguson, western adver-| | are 
in Sales Opportunities to Large Stores 
istrative committee in charge of | 


the- Continuing Study of Farm 
Publications of the Advertising Re- 


|the retail training bureau of the 
University of Pittsburgh, pro- 
vides quarterly and annual rec- 
ords not only of what families 
buy but what stores they visit to 
make purchases. Results have 
| shown startling “lost sales oppor- 
tunities” to department stores, 
|Mr. Gaines said, adding that 
these go far beyond what can be 
accounted for by the natural tend- 
ency of people to “shop around.” 


@ “We have been primarily con- 
cerned with copy, layout and tech- 
nique of advertising,” he told the 
newspaper admen, “and all of 
these are merely incidental to 
the success or failure of a retail 
store. Store advertising appro- 
priations never represent more 
than 4% or 5% of the store’s 
total business, but lost sales to the 
|stores may represent as high as 
45% ... Most retailers are not con- 
scious of the tremendous amount 
of walkouts. Very little analysis 
has been done on this subject.” 

Some of the “lost sales” find- 


ings: For hardware and house- 
wares, 18%; boys’ wear, 26%; 
girls’ wear, 29%; women’s wear, 
27%; house furnishings and 


major appliances, 45%. 

For every $100 customers spend 
in the first store shopped, they 
spend an additional $47 only 
after shopping two or more stores. 


es Customers shopped in one or 


;more of Pittsburgh’s five large 
| department 


stores for $16,000,- 
000 of merchandise last year 
which they actually bought later 
in neighborhood stores. This com- 
pared with a loss by neighborhood 
stores, in similar business, of $14,- 
000,000. 

Thus, said Mr. Gaines, neighbor- 
hood stores are found to be much 
more than outlets for emergency 
purchases, and he ascribed the loss 
to other findings that inadequate 
stocks in some lines and other 
poor merchandising policies were 
responsible for the various large 
downtown store losses of busi- 
ness they “should” have had. 

(Because Sears, Roebuck stores 
are “national,” Mr. Gaines dis- 
closed that Sears’ five Pittsburgh- 
area stores do about $25,000,000 
in sales a year, and that 26% of 
families buying in Sears stores 
account for 60% of the volume.) 


@ Cost of the 1,500-family panel 
study is shared by the Press 
(which has exclusive right to the 
retail information) with other 
companies. Mr. Gaines urged that 
other newspapers try to arrange 
for similar panels, pointing out 
that—when the findings are put 
in tailor-made presentations to 
top management of large stores— 
the material leads to larger adver- 
tising contracts and better rela- 
tions with the advertisers. 

He added that, if shortages of 
goods develop, such data might 
be misleading and of relatively 
less importance. 


NBC Appoints Bevis 

Charles C. Bevis Jr. has been 
named manager of KOA, NBC's 
owned and operated Denver sta- 
tion. He succeeds Lloyd E. Yoder, 
who recently moved to San Fran- 
cisco as manager of KNBC. Mr. 
Bevis has been assistant to James 
M. Gaines, vice-president in charge 
of NBC’s owned and operated sta- 
tions. 


Joins Rapid Typographer 

Joseph P. Franken, formerly 
with Modern Craftsmen, has joined 
Rapid Typographers Inc., New 
York, as executive vice-president 
in charge of sales. 


Appoints Rose Wells 

Rose Wells has been named fash- 
j}ion director and stylist of Doyle, 
‘Dane, Bernbach, New York agency. 
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sAMPris DROPS 
' OF PAMOOs PRRPe MES 


(100,207 Orders since October First) 


IT STARTED STRONG } 
é 


The persuasive force of Harper’s Bazaar is now 


to a recent offer confirms how 
many thousands of women are 
influenced by its pages. The editorial shown above appeared in the October Bazaar — 

on the stands October Ist. It offered a packet of 22 individual drops of famous perfumes 


for 50 cents. The reaction was immediate — and vigorous! But that was only the beginning! 


IT KEPT ROLLING ALONG 


Letters kept pouring in by special delivery, by air mail — by the thousands! Instead of 
diminishing, the impact grew stronger. For days — for weeks — after the issue 
appeared, women continued to respond. As we went to press, 100,207 women 


had sent in their 50-cent pieces in a steady floodtide that went like this: 


CUMULATIVE 


The moral is plain: Harper’s Bazaar not only delivers vital reader response 
at the beginning, but sustains it at a high pitch for a maximum time—with 
maximum results, Whether you're selling perfume or pinafores, silverware or 


sandals— your advertising message hits strong and long in Harper's Bazaar! 


First 15 days of October. . 27,060 


Second 15 days of October. 71,021 
First 15 days of November. 86,454 
Second 15 days of November 97,176 
First 15 days of December . 99,707 


Second 15 days of December 100,207 
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Pi Rey tase n Ware 


Census Bureau 
Issues Ad Data 
from ‘47 Census 


(Continued from Page 1) 
newspapers, primarily weeklies, 
which are operated entirely by the 
owner or owners without paid em- 
ployes. 

The Census Bureau reported 
4,610 periodicals in 1947 with an 
aggregate circulation of 384,628,- 
482, as compared with 4,985 period- 
icals, with a circulation of 239,- 


692,508, in 1939. | 

The census report on periodicals | 
includes publications of religious, 
social, charitable and similar or- 
ganizations where available. The 
bureau points out that organiza- 
tions of this kind might be omitted 
unless separate records of their 
publishing operations are avail- 
able. 


@ In addition to advertising re- 
venue, newspapers and periodicals 
reported another $1,019,707,000 of 
receipts from subscriptions and 
sales to the public. The Census 
Bureau points out that this would 
be $25 per household, on the basis 
of 39,000,000 households in 1947. 
Broken down, the census report 


For Top Impact THE PACKER 


On the Buying Power of © 
Growers, Packers and Ha ' 


of the $6 Billion Fresh 
Fruit and Vegetable Industry. 


“National Fresh Fruit and 
-. 201 DELAWARE STREET 
KANSAS CITY 6, MISSOURI 


Advertising Age, January 29, 1951 


How 1947 Ad Dollars Were Split Among Periodicals 


Type of Periodical Number of Aggregate Subscriptions Advertising , Type of Periodical Number of Aggregate Subscriptions Advertising 
Periodicals Circulation and sales (+4000) Periodicals Circulation and sales (+000) 
Published Per Issue (+000) Published Per Issue (+000) 
Agricultural and Farm, Medical and Dental . 43 1,893,790 4.668 6,724 
OO” errs 9 16,514,389 5,962 32,098 Military and Naval 21 622,199 1,206 635 
Agricultural and Farm, Motion Picture 3 8,271,604 7,695 7.337 
Specialized ......... 144 6,004,98. 1,985 8,972 Religious ..... — 47,190,846 36.050 6,703 
Art, Music and Drama s4 2,730,156 2,364 2.958 | Science and Technology .... 106 3,917,811 7,593 6,065 
Business and Finance . 127 2,013,301 14,032 17,179 | Sports, Outdoor, Hobbies, 
eae 263 89,478,359 35,873 5.956 Se ene aengaa 206 8,976,671 21,610 14,802 
Educational .......... 177 14,565,480 17,050 4,795 | Trade Merchandising ...... 472 5,310,482 7.655 54,693 
ses 3% 5,746,386 8,494 23,109 | Trade, Professional, Institutional 
rere 180 35,331,915 31,158 13,414 and Service .......... 298 3,099,216 6.114 25,032 
Fraternal and Clubs ..... 98 14, 388,346 5,904 3,259 | Trade, Industrial, Engineeri 
General Interest, News 
owt... mn uw melee...” lU OU 
Geography and Travel 20 _1.,187,209 4, 2,245 | -?. 7 64.160 106 312 
Home and Garden . 32 11,867,496 12,259 27,615 Women’s Service ........ 21 22,555,865 38.014 62.475 
SED cccceccs 17 2,837,227 3,618 3,440 aul 410 
giPerebeeay 183 3,694,105 3/511 3,366 Other . 139 (5,699,085 5.356 3, 
Dt Geseendsadssenes 85 273,256 1,831 1,488 Total 4,610 384,628,482 $419,782 $625,741 


shows 10,282 newspapers with $1,- 
192,413,000 in revenue from ad- 
vertising and $599,925,000 from 
subscriptions, newsstand and other 
sales. The 4,610 periodicals had 
$625,741,000 in receipts from ad- 
vertising and $419,782,000 from 
subscriptions and sales. 

The FCC’s 1947 time sale fig- 
ures for radio included network 


spot and local sales of seven net-| 
works and 1,464 stations. 


es For the nation as a whole, the| 
census showed 400 morning news- | 
papers with an aggregate circula-! 
tion of 21,796,428, as compared | 
with 473 morning papers with a! 
circulation of 17,152,298 in 1939. 
The number of afternoon news- 


Cannon 


Among towel customers, for instance, coast-to-coast interviews 
showed that 8 out of 10 women want Cannon when they walk into 
the store. Whatever the feature — color, price, texture, wearability 


topped the field by far 


Well, there’s KNOWN quality. Sensible prices 


) 


'reau found that the 


COUNTER QUIZ 


In a counter quiz, you find out why customers buy — when 
motives are fresh in their minds 


| 


| 
| 


Why do so many shoppers prefer Cannon ? 


Alert merchan- 


dising. All aided by the largest advertising campaign in the 
industry. Millions of pages help readers make up their minds 
BEFORE they reach the counters. Cannon Mills, Inc., has been an 

Ayer client for 31 years 


N. W. AYER & SON, Inc. 


|@ The 
| among weeklies, which numbered 


papers fell to 1,454 from 1,567, but 
circulation increased to 31,490,086, 
from 25,813,827. Sunday papers 
numbered 416, as compared with 
542 in 1939, but circulation hit 
42,736,321, as compared with 33,- 
006,875. Weeklies in the census 
totaled 7,705, as compared with 
6,212 in 1939. Aggregate circula- 
tion of the weeklies was 21,407,- 
560, compared with 18,294,604. 

The total of 10,282 newspapers 
is the largest reported by the bu- 
reau since 1929. At that time, 10,- 
176 newspapers were counted. The 
total dropped to 9,299 in 1931 and 
to 6,884 in 1933. In 1935 there were 
8,266; in 1937, 8,826, and in 1939, 
9,173. 


come-back was entirely 


7,705 in 1947, as compared with 
7,075 in 1929 and 4,218 at the 
depth of the depression. At 400, 
the morning papers were at a new 
low. In 1929 there had been 459 
and there were 432 in 1933. By 
1937, there were 505 morning 
dailies, but the number fell to 
473 in 1929. 

Afternoon dailies also were at a 
new low. From 1,627 in 1929 they 
had dropped to 1,471 in 1933, re- 
covered to 1,573 in 1935, 1,560 in 
1937, 1,567 in 1939, and 1,454 in 
1947. 

Figures also were presented for 
semi-weeklies, tri-weeklies and 
others. 

In the periodical group, the bu- 
lion’s share 
of advertising went to general in- 
terest, women’s service, industrial 
and merchandising publications. 


Malcolm Agency's 


Doors Close in N. Y. 


New York, Jan. 24—Malcolm 
Advertising Agency Inc., 120 W. 
42nd St., yesterday filed a general 
assignment for the benefit of 
creditors in New York county 
court, assigned to David Green- 
stein, 1501 Broadway. 

The agency, formed in 1936 and 
closed during World War II, had 
an estimated $850,000 annual bill- 
ing and serviced some 60 accounts 
in the chemical, clothing, food, 
hotel and other fields. Physical 
inventory is estimated at $750 and 
accounts receivable at approxi- 
mately $3,000. 

Harry E. Malcolm, president of 
the agency, intends to continue 
servicing the accounts on a per- 
sonal basis, AA was told. 


Ben Fox Leaves DuMont 


Ben Fox, assistant director of 
programming and production for 
the DuMont Television Network, 
New York, for nearly two years, 
has resigned to set up a package 
company for radio and TV. He will 
specialize in the development of 


|!new programs, with emphasis on 
| film dramatic fare for video. 


\‘Promotion,’ Monthly, Bows 


Associated Publications, Kansas 
City, Mo., has launched a new 
|monthly publication, Promotion, 


designed to cover the motion pic- 
ture merchandising field, which 
is currently being published as a 
monthly section in the third Sat- 


PHILADELPHIA + NEW YORK +» CHICAGO + DETROIT + SAN FRANCISCO + HOLLYWOOD «+ BOSTON + HONOLULU 


|urday issue of Bozxoffice (also 
| published by Associated). 
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SHORT COPY sells foods 
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“Only outdoor advertising makes it possible for a /ocal advertiser to show 
his products in full natural color, thus enhancing their appetite appeal. 
We look upon outdoor advertising as a prestige builder, helping us to 
maintain our position as Cleveland's largest retailer of foods.” 


La haher 


TEORGE C. FISHER 
Gite ine Matian 
THE FISHER BRON, CO. 


One of a series of advertisements promoting a better under- 
standing and appreciation of Outdoor Advertising — sponsored by 


The Standard Group 


OF OUTDOOR ADVERTISING COMPANIES 


; JOHN DONNELLY & SONS * CENTRAL OUTDOOR ADVERTISING CO., INC. * THE PACKER CORPORATION 
serving one-fifth WALKER & COMPANY * WHITMIER & FERRIS CO.. INC. * ROCHESTER POSTER ADVERTISING CO.. INC. 
of the antion’s RICHMOND POSTER ADVERTISING CO. = E. A. ECKERT ADVERTISING CO. * PORTER POSTER SERVICE 

SLAYTON & COMPANY * THE HARRY H. PACKER COMPANY * BORK POSTER SERVICE 
consumers . . . SUNSET OUTDOOR ADVERTISING CO. * BREMERTON POSTER ADVERTISING CO. * C. E. STEVENS CO. 
STANDARD OUTDOOR ADVERTISING, INC., 444 MADISON AVE., NEW YORK 22, NEW YORK 
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Rata 


‘Lonny Duttt. 


* Merchandising spirit of the Pasadena Star-News. 


* Builder of Enthusiasm among Retail Store per- 
sonnel. 


* Winner of the 1950 California Newspaper Adver- 
tising Managers Association First Place Trophy for 
the best merchandising service to National Adver- 
tisers by a California Newspaper of over 10,000 
circulation. 

LEMMIE DUITT has a “Tailor Made Plan” that will 

sell your product in Pasadena and the 

rich San Gabriel Valley. 


PASADENA 
STAR-NEWS 


THE NEWSPAPER OF THE SAN GABRIEL VALLEY 


Represented nationally by CRESMER & WOODWARD, INC. 
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Employe Communications 


How to Win Friends Among Your Workers 


By RosBert NEwcoMB and Marc SAMMONS 


The Internal Security 

e IF THERE is one member of the 
federal government who always 
seems able to survive the typhoons 
of criticism, it is J. Edgar Hoover, 
the seasoned chief of the FBI. His 
unexcited voice has recently been 
heard above the bedlam, giving a 
little horse-sense advice to people 
who are beginning to dissolve 
under their own tensions. Since it's 
the sort of thing that deserves the 
widest circulation, this department 
steps aside briefly for Mr. Hoover, 
who says: 

“The internal security of the 
United States can be assured with 
the cooperation, aid and assistance 
of every law-abiding person in our 
nation. All law enforcement of- 


Worcester /s¢t Among 
Metropolitan | 
a -¥ 


. 


1. high Once again Worcester takes a FIRST 
buying place in an important “high buying 
power 


power” category. The heavy density of 
population (543,100) in this compact 
major market raises the Worcester 
Metropolitan County Area into FIRST 
place in total population among ALL 
of the 53 Metropolitan County Areas 
4 with central cities of from 100,000 to 
©, 250,000.” 


STER’s wonprous TW'N? 


Sell to the Worcester Market through 
consistent advertising in the Worcester 
Telegram-Gazette, the newspapers that 
blanket this populous and prosperous 
area. Daily circulation in excess of 
150,000. Sunday over 100,000. 


*Sales Management January 1, 1951, “Metropolitan Population Shifts.” 


Th TELEGRAM -GAZETTE 


‘ WORCESTER, MASSACHUSETTS 


GEORGE F BooTH Publisher - 


= 


County Areas | 


2. intensive 
newspaper 
coverage 


MOLONEY, REGAN & SCHMITT, INC., NATIONAL REPRESENTATIVES 
OWNERS OF RADIO STATION WTAG and WTAG-FM 


ficers, patriotic organizations and 
individuals are requested to report 
information pertaining to espio- 
nage, sabotage and subversive ac- 
tivities to the FBI. 

“The following suggestions are 
made to assist patriotic organiza- 
tions and individuals in this re- 
spect: 


e “1. The FBI is as near to you 
as your telephone. The first page 
of every telephone book in the 
country lists the nearest office of 
the FBI. 

“2. Feel free to furnish all facts 
in your possession. Many times a 
small bit of information might fur- 
nish the data we are seeking. 

“3. The FBI is interested in re- 
ceiving facts; we are not interested 
in what a person thinks but in 
what he does which undermines 
our internal security. 

“4. Do not circulate rumors about 
subversive activities, or draw con- 
clusions from information you fur- 
nish the FBI. Grave _ injustices 
might result to innocent persons. 
~ “5. Don’t attempt to make pri- 
vate investigations. Leave that to 


trained investigators. Investiga- 
tions involving internal security 
require care and _ painstaking 


effort. 

“6. Be alert. The greatest defend- 
ers against sabotage are the loyal 
American workmen who are pro- 
ducing the materials and weapons 
for our defense.” 


e For those whose work does not 
bring them into daily contact with 
industrial plants, the foregoing 
counsel may appear to be too ob- 
vious to deserve mention. A pro- 
duction foreman, however, can tell 
you that a plant department can 
quickly become a hive of rumor in 
times like these, and that the calm 
directives of the FBI chieftain are 
timely and to the point. It’s princi- 
pally in industrial plants where 
sabotage occurs. 

Plant managers would be wise 
to reprint Mr. Hoover's counsel 
and get it up on bulletin boards. 
It might well be read to supervi- 
sory groups. It’s a good idea to 
publish it in employe journals. 

It’s that important. 


To Offer Agency Merger 
and Consolidation Service 
Sacher & Sacher, New York ac- 
countant and auditor, has an- 
nounced the creation of a new de- 
partment in its advertising agency 
division, devoted exclusively to the 
merger and consolidation of ad- 
vertising agencies. New and larger 
quarters have been established at 
61 Broadway. 


General Foods Might Move 

General Foods Corp. is consider- 
ing moving a major part of its 
offices from Manhattan to White 
Plains, New York suburb. An op- 
tion has been taken on property 
there, with prospects of construct- 
ing a new administrative head- 
quarters. GF now has 1,300 em- 
ployes located at 250 Park Ave. 
and 383-385 Madison Ave. 


Installs Campus TV System 


Michigan State College, East 
Lansing, Mich., has installed a 
campus-wide, closed circuit tele- 
vision system, believed to be the 
first such installation in any major 
university. The system will be 
used to conduct visual classes in 
laboratory experiments, lectures 
and demonstrations 


Remus Harris to DC&éS 

Remus A. Harris, formerly with 
Paris & Peart, has joined Doherty, 
Clifford & Shenfield, New York, 
as an account executive assigned to 
the grocery products division. 
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Philco to Continue | 
Heavy Ad Spending 
in First Quarter 


PHILADELPHIA, Jan. 23—Philco 
Corp., which spent $28,000,000 in 
1950 for advertising and sales pro- 
motion, will continue advertising | 
at the same rate through the first 
quarter of 1951. However, total 
advertising expenditures this year 
are expected to be less than last 
year because of anticipated mate- 
rials shortages and resultant sales 
cuts later in the year. 

Throughout 1951, Philco will use 
four-color pages almost exclusively 
for all of its products. The number 
of weekly and monthly consumer 
magazines will be increased. 

However, during the first quar- 
ter the company will intensify its 
newspaper coverage—using full 
pages and double trucks—to more 
than 500 papers throughout the 
nation. Last year during this period 
Philco accounted for one-third of 
the total newspaper expenditures | 
of the entire television industry. 
This year the company expects | 
to increase that ratio. 

; 
® Philco also will continue its in- 
tensive direct mail campaign, in 
the form of tabloid size throw- 
aways, and the company expects | 
to distribute an estimated 26,000,- 
000 pieces in the coming 12-month 
period. That will equal last year’s 
direct mail effort for all Philco 
items. 

All other regular Philco media, 
such as the “Philco TV Playhouse” 
on NBC-TV, the “Don McNeill TV 
Club” on ABC-TV and the “Break- 
fast Club” on ABC, will be con- 
tinued. The company also will use 
radio spots, movie trailers and 
outdoor posters to support con- 
sumer advertising and point of 
sale material. 

Ad copy in the first quarter will 
be about the same as was used 
last fall. No radical changes, except 
for the use of full color, are 
planned for other Philco appli- 
ances. 

Hutchins Advertising Co. is the 
agency. 


WPTZ Raises Rates; Cost 
Per Thousand Down 


Station WPTZ, Philadelphia, has 
issued rate card No. 7, increasing 
hourly program rates from $700 to 
$560 and $420 for classes A, B and; 
C times, respectively, to $1,000, 
$750 and $500. Announcements are 
now listed at $200, $150 and $100 
as compared with $150, $112.50 
and $70. 

It was pointed out that the new 
rate structure is based on the 
area’s 750,000 television homes or 
28.6¢ per thousand as compared 
with 30¢ per thousand on the pre- 
vious rate structure. 


Publishes ‘Movies for TV’ 


“Movies for TV,” a new book 
published by Macmillan Co., New 
York, is a guide to the techniques 
and uses of motion pictures for 
television. The book explains the 
principles and the operation of TV 
transmitting equipment and lead- 
ing movie cameras; methods and 
equipment for sound and kinescope 
recording, and all allied equip- 
ment. Also discussed are the de-_ 
tails of program planning and pro- 
duction. The book, written by John 
H. Barrison, is available at $4.25 a 
copy. 


Offers TV Package Service 


Rappaport Studios, Cleveland, | 
designer and builder of adveriis- | 
ing displays, is offering agencies, 
TV sponsors and stations complete 
stagecraft facilities for video prod- 
ucts. The service includes design- 
ing, construction and installation 
of scenery and special devices used | 
in commercials. Gerard L. Gentile 
is in charge of the new service. 


Raises National Ad Rates 

The Herald, Portsmouth, N. H.,| 
has increased its national advertis- 
ing rates 3344%, and has discon- | 
tinued its 2% cash discount. \ 


Proctor Names Obert A. M. 

William Obert, assistant to the 
manager of distributor sales for 
Proctor Electric Co., Philadelphia, 
has been named advertising man- 
ager. He succeeds Theodore Vav- 
rinek, who has resigned. 


Sponsors ‘Pietro’s Place’ 

San Giorgio Marcaroni Prod- 
ucts is sponsoring a new situation 
comedy program called “Pietro’s 
Place,” which originates at WPTZ, 
Philadelphia, and is being beamed 
weekly to television stations in 


two other cities—WBAL-TV, Balt- 
imore and WGAL-TV, Lancaster, 
Pa. The show, carried from 12 noon 
to 12:30 p.m. every Thursday, is 
written and produced by Lamb & 


Keen, Philadelphia, agency for 
San Giorgio. 
FC&B Appoints Stolzoff 


Jerry Stolzoff, vice-president in 
charge of radio-TV of Cramer- 
Krasselt Co., Milwaukee, has re- 
signed to join the Chicago staff of 
Foote, Cone & Belding, as radio- 
TV production supervisor. He will 


be succeeded at Cramer-Krasselt 
by Roger LeGrand, who has been 
associate radio-TV director and 
who will now be radio-TV di- 
rector. 


Vendo Names Buckley V. P. 


Thomas A. Buckley, formerly 
resident and general manager of 
uxton Inc., Springfield, Mass., 
leather goods manufacturer, has 
been named vice-president in 
charge of sales and marketing of 
Vendo Co., Kansas City, Mo., vend- 
ing machines manufacturer. 


il 


Lush Agency Names Kuhbach 

George J. Kuhbach, formerly 
owner-manager of State Advertis- 
ing Service, New Haven, Conn., has 
been named copy chief, account 
executive and director of new bus- 
iness development of E. J. Lush 
Inc., New Haven agency. 


Elects ‘Florida Cattleman’ 
Florida Cattleman & Livestock 
Journal, published by Cody Pub- 
lications Inc., Kissimmee, Fla., has 
been elected to membership in the 
Audit Bureau of Circulations. 


Commercial Car Journal... 
*Bus Transportation ...... 


*Fiaet Ger. . 6... ees 
*Figures from Advertising Age 


1949 

2058 
1562 
1411 


1950 


Adv. Pages Adv. Pages 


2102 
1369 
1286 


Adv. Pages 
44 Gain 
193 Loss 
125 Loss 


COMMERCIAL CAR JOURNAL 
Is the Outstanding Leader 


In the Truck and Bus Fleet Maintenance Field 


1 Covers Truck and Bus Maintenance Field 


Commercial Car Journal is the on 
blanket coverage of all the large 


and bus fleets. 


2 Has Largest Circulation—30,334 


Commercial Car Journal's circulation is audited 
know how large it is, you know who gets it and 


its readers are located. 


3 Has Quality Coverage 
Its audit proves that Commercial Car Journal circulates on a 


controlled basis only a 
agers and men who buy a 


publication that provides 
know where 


by C.C.A. You 
you 


fleet superintendents, service man- 
influence the buying in the cou 


leading truck and bus fleets. This Quality Control insures 
size of the fleet and the importance of the individual covered. 


COMMERCIAL CAR JOURNAL 


CCA 


A CHILTON Publication 
Chestnut and 56th Sts. 


OTHER CHILTON AUTOMOTIVE PUBLICATIONS 


MOTOR AGE (ABC) * AUTOMOTIVE INDUSTRIES (ABC) 


Philadelphia 39, Pa. 


NB 


* CHILTON Automotive BUYER'S GUIDE 
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The Continuing Problem of Fair Trade 


While the matter of price cutting seems a rather academic one in 
the light of the growing shortages and price inflations which are de- 
veloping in the wake of the defense economy, the legal activity on the 
fair trade front deserves careful consideration on the part of all 
merchandisers. 

R. H. Macy & Co. “lost” the first round of its fair trade bout with 

General Electric Co., but it is important to review the circumstances 
to make certain that GE actually “won” the round. 

The legal action hinged upon the fact that the New York department 

store openly sold GE appliances at less than the fair trade minimum 
set by the manufacturer, basing its action on the assertion that price 
cutting on these items was “rampant,” especially by discount houses 
and others. Macy’s contended that it could not abide by fair trade 
prices when competitors were regularly violating the law. 

Justice Greenburg of the New York supreme court (which, it 
should be pointed out, is not the highest court in the state), granted 
GE a permanent injunction restraining Macy's from selling GE appli- 
ances below the fair trade minimums set by the manufacturer, but 
made application of the injunction conditional upon the continuation 
by GE “of its present vigorous enforcement activities.” 

In other words, the injunction applies only so long as GE satisfies 
) the court that it is vigorously policing all sections of the trade to make 

certain that no substantial price cutting is being practiced. 
While all fair trade laws make it the job of the manufacturer to do 


: 
| 
| 
| 


pris own policing to a large extent, this is apparently the first time 


that a court has so clearly spelled out this duty, and made it so clear 
that enforcement of the price structure on one retailer depends upon 
the vigor and effectiveness with which the manufacturer checks the 
compliance of competing retailers. 

If the legal situation is ultimately decided on the basis of the 
present permanent but conditional terms, it seems clear that the spe- 
cific policing activities of each manufacturer with a fair trade pro- 
gram will be an issue in every attempt to enforce his pricing struc- 
ture. 


The Outlook for Advertising 


Although the general business situation is still subject to drastic 
day-to-day change, there are enough indications at hand to point 
up the basic outlook for advertising during the remainder of this year. 

The year just past seems to have been a record year for advertis- 
ing in the U.S. Newspapers, magazines and broadcasting (with some 
help from television) hit new peaks in advertising volume, as did 
business papers, outdoor, and most other media. 

At the moment there is considerable doubt that the volume of 
advertising developed during 1950 can be matched in 1951, largely 
because of lessened production of consumer durables, including auto- 
mobiles, appliances and similar items, and also because defense 
needs may further tighten the already strained supply of newsprint 
and the availability of other types of printing paper. 

That there will be changes in emphasis and importance between 
advertising classifications seems clear. Some media will suffer be- 
cause they depend primarily for advertising upon the types of goods 
which will be in short supply; others will benefit from increased 
activity in the fields of special interest to them. 

On the whole, it appears that advertising volume will be about 
as spotty as general business, with over-all volume approaching that 
of last year, but a considerable shift in emphasis, both as regards 
the products and companies advertised, and the messages used to ad- 
vertise them. Neither spectacular feast nor devastating famine seems 
in prospect for the advertising business. 


| 


| 


| “Why don’t you clean that glass with Windex spray? I’ve been gurgling and gooing 
at the wrong baby for an hour!” 


—The Drackett Co. 


What They're Saying 


The Use of Language 

Advertising copywriters know | 
| that men and women don’t speak 
| —or read—the same language. The 
| right word in a leg of copy slanted 
to men often would be all wet in 
a paragraph addressed to the | 
| ladies. 

A leading advertising agency 
has come up with a survey prov- 
ing the point. A test group of 200 
women and 200 men was used in 
this survey. Results are interest- 
ing. 

The girls liked the word piquant, 
for instance, one of several test 
words that gave them a pleasant 
reaction. On the other hand the 
same word was poison to the men. 
The women, naturally, reacted vi- 
olently to the word housewife, but | 
the men had no objections. 

Even when used negatively, 
some words just won’t work with | 
the gals. Greasy, chewy, odor, 
odorless are some of the words in| 
this group. Thus if you sell a bot- 
tled shampoo for women, don’t call 
it “not greasy” and “odorless.” Get 
some other terms. 

Another result of the research: 
women want to be sophisticated | 
and provocative. The men, on the 
other hand, preferred the gals to} 
to be tender and modest. Well, the | 
200 men in the test group did, 
anyway! 


| 
| 
| 
| 


| 
house 


—Reflections, January, 1951, 
organ of E. F. Schmidt Co., Mil- 
waukee. 


| Advertising of Whisky 

Advertising not only helps sell 
whisky but it keeps brands which 
are temporarily in short supply 
before the public and builds up | 
demand against their future avail-| 
ability. 

Advertising for the small con- | 
cern is always good business in-| 
surance. 

Advertising allows the small in- 
dependent to keep fighting for his 
share of the market. By sheer 
weight of dollars and the volume 
of stockpiled inventory, a major 
company could foreseeably move 
the little fellows out of the pic- 
ture during a period of short sup- 
ply. 

One of the anticipated results 
of advertising continuity is to pro- 
tect the independent in such com- 
petition. Although an independent 
can’t slug it out with a big compe- | 


titor in number of bottles moved 
into the trade, he can always have 
his inning at bat in advertising. 
Although he might be out-adver- 
tised in total dollar volume, he 
certainly can hold his own on any 
single brand. 


—Rodman W. Moorhead Jr., vice- 
president and advertising director, 
Brown-Forman Distillers Corp., in 
year-end statement to the Louisville 
Courier-Journal. 


Serious Threat 

Advertising faces one grave) 
threat—a trend which is gradually | 
squeezing it and, unless stopped, | 
may soon foreclose its freedom and 
its ability to serve business and the 
public effectively. 

Yet most advertising people seem 
to be almost totally unaware of this 
danger and of course are doing 
little about it. 

There is a steadily increasing 
amount of governmental regula- 
tion and restriction of advertising 
—national, state and local. It is 
estimated that at least 100 pro- 
posed laws are introduced in Con- 
gress and the state legislatures 
each year to control or tax adver- 
| tising. In addition, there are many 
proposed city ordinances and rul- 
ings by state and national bureaus. 
Most of them fail of passage, but 
each year a few are passed and 
advertising is controlled a bit more. 


—From speech by Elon G. Borton, 
president, Advertising Federation of 
America. 


Televising Football 

The National Collegiate Athletic 
Assn. has just taken a stand in- 
tended to rule out the television of 
football games across the nation 
in the coming school year... The 
association’s action follows the 
same short-sighted, narrow think- 
ing, dictated by a greed for gate 


| ferred 


| receipts in the big business of col- 
| lege football, which has marked | 
the television bans imposed by 
various regional athletic confer- | 
ences, including our own South-| 
west Conference . . 

The principal issue is the public’s 
right to television service, and par- 
ticularly the right of school patrons 
and taxpayers to participate in an 
activity which they have created. 
College football, we insist, is not 
the vested interest of a troop of 
athletic directors. 


—Editorial in the Fort Worth, Tex., 
Star-Telegram, Jan. 17, 1951. 


Advertising Age, January 29, 1951 


| Rough Proofs” 


The accident insurance compa- 
nies would be willing to strike off 
a special medal for the plumbing 
designer who would turn out a 
non-skid bath tub. 


The infallible John Crosby re- 
in a recent column to a 
famous British comedian named 
Clinton Crawford, but any Young 
Old Timer could have told him he 


| meant Clifton Crawford. 


© 
Clifton Crawford’s favorite bit 
was pointing out how a conscien- 
tious drinker could tell when he 


| approached the saturation point by 


trying to pronounce “Methodist 


Episcopal.” 


The celebration of the 245th an- 
niversary of the birth of Benjamin 
Franklin, the patron saint of the 
printing industry, coincided with 
the 200th anniversary of the found- 
ing of Pennsylvania Hospital, Phil- 
adelphia, which Ben also founded. 

He must have been even busier 
than you thought. 


Advertising managers of media, 
noting that the Census of Business 
for 1948 says there were 3,279 ad- 
vertising agencies doing business 
at that time, are going to wonder 
why their salesmen haven't lo- 
cated more of them. 


Flower Grower announces that it 
is now a member of the Audit Bu- 
reau of Circulation, but Jim Shry- 
ock will insist that there are now 
enough other members to justify 
the plural. 


Gladys the beautiful reception- 
ist says that the ads of the sports 
magazines always show someone 
catching a big fish, and she won- 
ders if some of them don’t ever get 
off the line. 


Joe DiMaggio must be surprised, 
flattered and just a bit puzzled to 
see that his name and fame have 
become something of an issue in 
the FCC-network discussion .of 
color television. 


A Successful Farming ad, in- 
tended for perusal in areas where 
they grow them big, describes a 
chair which has “ample seat, com- 
fortable back.” 

They could use more of that kind 
in advertising reception rooms. 


If you are getting tired of com- 
petitive advertising, please note 
that The New Yorker declares flat- 
ly that its readers are people, and 
KFAB asserts without fear of con- 
tradiction that half of the married 
people in its area are women. 

Now we're getting somewhere. 


“Mother-in-law trouble sending 
me to Chicago,” advertises a copy 
man looking for a job on Michigan 
Ave. 

Somebody must have told him 
Statistics show there are fewer 
mothers-in-law in Chicago than 
New York. 

Copy Cus. 
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THE INQUIRER PUBLISHED 
THE LARGEST VOLUME 

OF NATIONAL ADVERTISING 
IN PHILADELPHIA 


... amounting to 7,545,000 lines... 


GCP RRS 
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FIRST in tora 


ADVERTISING 


The Inquirer—in 1950—pub- a ° 
ee a eee advertising ever published by any one 


lines of advertising . . . the larg- 

est volume ever published by i i i a 
6 eee Philadelphia newspaper in any one year 
representing a leadership of 

5,640,000 lines over the 2nd , 
newspaper. Both The Inquirer and 2nd newspaper publish 7 days. 


this is the largest volume of national 


eens come 


FIRST in retan 


ADVERTISING 


The retail advertising ~olume 
of 19,680,000 lines in The 
Inquirer is 1,960,000 lines 
greater than the 2nd newspaper 
and is the largest volume ever 
published in Philadelphia. 


Source: Media Records. 


FIRST in cuassirien 
ADVERTISING 


The 8,500,000 lines of classi- 
fied advertising is the largest 
volume published by any Phila- 
delphia newspaper in 1950... 
a leadership of 72% over the 
2nd newspaper. 


- a 


Now in its 18th } Circulation: Daily—678,064—Sunday—1,126,901 


Sa ‘The Philadelphia Mnquirer 


Advertising Leadership 
in Philadelphia! 
Philadelphia Prefers The Inquirer 


Exclusive Advertising Representotives: ROBERT R. BECK, Empire Stote Bidg., N.Y.C., Longacre 5-5232; EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., Son Francisco, Gorfleld 1-7946 © 1127 Wilshire Boulevard, Los Angeles, Michigan 0578 
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y: Get this moose ou 
of my refrigerator 


(Brooding time for home freezer advertisers: 14 hours, 37 minutes) 


HENRY PERKINS, like umpteen million other American 
males, is a sportsman. On numerous occasions throughout 
the year Henry reels home under a load of defunct wild 
life which, for want of a better place, he customarily parks 
in the family refrigerator. 


This thoughtless practice generates no inconsiderable 
friction between H. Perkins and wife, who is not pleased 
to find a muskellunge nuzzling her leftovers or a mallard 
drake in full plumage rampant on a field of succotash. 


Mrs. Perkins has another bone to pick with Henry, too. 
Like umpteen million other wives, she entertains fond 
visions of owning a home freezer some day. She reads all 
the pretty advertisements about them in the women’s 
magazines, but she has never been able to convince Henry, 
a notoriously cautious man with a buck except when it 
comes to shotguns and flyrods, that the expenditure is 
essential to their domestic happiness. 


Mrs. P. quotes all the familiar arguments at Henry 
about home freezers... how convenient and _ practical 
and economical they are... how Mrs. Entwhistle across 
the street owns one and her husband doesn’t earn any more 
than you do. But the whole idea leaves Henry colder than a 
canvasback with an ounce of shot in the seat of its pants. 


Question. How can Mrs. Perkins get Henry interested 
in buying the home freezer she wants, and at the same 
time keep Mr. P. from cluttering up the refrigerator with 
well-chilled trophies of the chase ? 


It looks like home freezer advertisers can help... if 
they learn to talk Henry Perkins’ language. This means 
pointing out to Henry that a home freezer is a lot more 
logical place to stow pike fillets and spare parts of antelope 
than the overworked refrigerator. 


This brilliant bit of original thinking is called “looking 
for the sportsman angle”’ and it can be just as important to 
advertisers as never underestimating the power of a woman. 


A great many advertised products have a “sportsman 
angle”... products from station wagons and television 
sets to electric blankets and biscuit mixes. You’d be sur- 


prised how many men like Henry Perkins pop out from 
under electric blankets in remote hunting cabins or fishing 
shacks and whomp up a batch of biscuits for breakfast. 


You would also be surprised how many progressive 
advertisers these days are writing the “sportsman angle” 
into their copy .. . to sell a man things he never knew he 
needed, or to pry open his poke for a family purchase that’s 
hard to consummate without his approval and cooperation. 


What wouldn’t surprise you, though, is where many of 
these progressive advertisers are placing their “sportsman 
angle” ads for real effectiveness. It’s in the magazine that 
Henry Perkins and others like him read with reverence and 
regularity ... a magazine that mesmerizes Henry and his 
friends into reading ads for fun . . . a magazine that catches 
men in their mellowest, most relaxed mood and makes 
them receptive, as no other medium can, to a sales story 
that’s slanted to the sportsman and makes sense to him. 


It’s “Sports Afield.” 


Don’t overlook 
the Sportsman Angle 


IT PAYS OFF IN 


The Progressive Sportsman’s Magazine 


999 
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$800,000 Education 
Drive Readied for 
N. Y. Stock Exchange 


New York, Jan. 23—Batten, 
Barton, Durstine & Osborn is 
launching an $800,000 public edu- 
cation program for the New York 
Stock Exchange via insertions in 
310 newspapers in as many cities. 

The ads, which will range in 
size from 300 to 604 lines, will run 
over the names of local member 
firms in an attempt to increase 
stock ownership. (Seven out of 
every 100 families in the country 
own stock, it was pointed out.) 

Begun last October, when Gard- 
ner Advertising Co. still handled 
the account—which it resigned in 
September (AA, Sept. 18, 50)— 
the ads have been stepped up to 
give thorough newspaper cover- 
age. Magazines and other media 
may be added later, AA was told, 
if and when the budget, which is 
appropriated by member stock ex- 
change houses, is increased. 


@ The exchange will cooperate 
with other segments of the finan- 
cial world in the educational pro- 
motion. An information kit on se- 
curity ownership and other finan- 
cia] matters is being prepared in 
conjunction with the American 
Bankers Assn. and the Institute of 
Life Insurance. It will be distrib- 

i to the 5,000,000 members of 
t General Federation 


*s Clubs. 
addition, the exchange’s 
thly publication will be re- 


d to make it more interesting 
useful to the general public, 
investors and university edu- 
onal leaders will be consulted 
Rn attempt to improve the quan- 
and quality of financial 


> ses 
* Promotes Three 


kco Products Co., Chicago, has 
appointed three new general sales 

agers. They-are: Julian Falk, 
oie sales manager of the Dia- 
apes se division; Jack Culberg, 
geMeral sales manager of the spe- 
ciglized sales division, and Donald 
Lang, general sales manager of the 
ch&in store division. The three 
mé@n had previously directed sales 
fo® their respective divisions. 


‘Vend’ Names Resnick 


Billboard Publishing Co. has 
named Seymour Resnick to the ad- 
vertising sales staff of Vend, work- 
ing out of the New York office. He 
was formerly on the advertising 
sales staff of Confectionery-Ice 
Cream World. 


Pollak Appoints Kesslinger 

J. M. Kesslinger & Associates, 
Newark, has been appointed to 
handle the advertising of Henry 
Pollak Inc., New York, importer 
of fabrics for millinery and hand- 
bags. 


Joins Badger & Browning 
Rosemary Lesan, formerly with 
Benton & Bowles, has joined the 
Boston office of Badger & Brown- 
ing & Parcher as copy executive. 


re) N E 
NEWSPAPER 
Delivers the Cream of the 


NEGRO MARKET 


The Negro market is huge! Negroes 
spend $15 billion every year on prod- 
ucts you sell. And one medium deliv- 
ers the cream of this vast and loyal 
market—1,500,000 of the wealthiest and 
most influential Negroes in America 
Whatever you sell, you can sell it te 
Negroes better in the new Courier 
Always a leader, always expandi 

the Courier’s new addition of popu 

4 color comics and exciting fh wo me 
section makes it America’s most com- 
plete weekly newspaper! The Courier 
offers you a large and responsive mar- 
ket at minimum cost and maximum 
return. For full details on the new 
Courier, the newspaper that sells more 
Negroes more, write: 


INTERSTATE UNITED NEWSPAPERS 
545 Fifth Avenue, New York 


of Wo-| 


Ross Roy Promotes Shaul Miller Heads New Branch 
William W. Shaul, who has been Tom Hall Miller, partner in J. 
directing service training activities| Branch Briggs, Philadelphia, ad- 
of Ross Roy Inc., Detroit, has been | vertising and public relations, has 
appointed copy chief for all sales,| been made head of the agency’s 
service and industrial training ma-| new Washington bureau. Offices 
terials produced by the agency. will be established in the Tower 
Bldg., Feb. 1. 
Cundy-Bettoney to Holley . : 
Robert Holley & Co., New York, | ‘Times-Star’ Boosts Tatt 


has been retained to handle the Lloyd B. Taft has been appointed 
advertising of Cundy-Bettoney Co., director of promotion of the Cin- 
Boston, manufacturer of clarinets, cinnati Times-Star. He has served 
flutes and piccolos. Business papers in every department of the news- 
and direct mail will be used. paper. 


Accepts New Space Unit 


Effective with the February, 
1951, issue, Canadian Home Jour- 
nal, Toronto, will accept black and 
white and two-color ads measur- 
ing 429 lines. The rate for bew— 
429-line space island position—will | 


be $1,620, and for two-color, $2,140. | 


Anderson Oil to F&S&R 


F. E. Anderson Oil Co., Port- 
land, Conn., producer of rust pre- 
ventives and metal-working flu- 
ids, has appointed Fuller & Smith 
& Ross, New York, as its agency. 


Advertising Age, January 29, 1951 


Fawcett Promotes Caldwell 

William J. Caldwell, promotion 
manager of Today’s Woman for the 
past year, has been appointed pro- 
motion director of Today’s Woman, 
True and the Fawcett Women’s 
Group. 


To Atherton & Currier 


James Catto & Co., Aberdeen, 
Scotland, has appointed Atherton 
& Currier, Toronto, to direct 1951 
advertising for Catto’s Gold Label 
and Catto’s Extra Special liqueur. 
Magazines will be used. 


COMPLETE LOCAL NETWORK 
COVERAGE IS THE BIG THING 
ON THE E PACIFIC COAST, 100 


i Se A. Sa ae 


os DON LEE NETWORK is the BIG network on 


the Pacific Coast—BIG in size (45 stations) and BIG in local prestige in each of 45 important marketing 
areas. In fact, Don Lee is the biggest, most economical advertising medium of any kind you can buy for 


complete Pacific Coast coverage. 


Don Lee gets consistently good reception by Pacific Coast listeners because Don Lee—and only 
Don Lee—was built to meet the special Pacific Coast reception problems. Great distances between mar- 
kets, mountain ranges (5000 to 14,495 feet high) and low ground conductivity made it adviseable to lo- 
cate network stations within each of these many vital markets. That's why the best, most economical 


coverage for the Pacific Coast is obtained with the BIG Network, Don Lee, 


in 45 strategic markets. 


Only Don Lee offers advertisers, in addition to the biggest, most economical advertising medium 
on the Pacific Coast, all the advantages of hard-hitting local selling, local influence and local prestige. 


WILLET H. BROWN, President - 


1313 NORTH VINE STREET, HOLLYWOOD 28, CALIFORNIA 


WARD D. INGRIM, Vice-President in Charge of Sales 


Of 45 Major Pacific Coast Cities 


ONLY 10 © 3 | 8 24 

have stations have Don Lee have Don Lee have Don Lee 
of all 4 | and 2 other and 1 other | and NO other 
networks | network stations network station network station 
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Karcagheusian Maps Spring 
Drive for Gulistan Carpets 
A. & M. Karagheusian Inc., New 


York, will launch its 1951 consum- | 


er spring campaign for Gulistan 
carpets with full-page, full-color 
ads in the March issues of Ameri- 
can Home, Better Homes & Gar- 
dens, House Beautiful, Vogue and 
Woman’s Home Companion. Later 
insertions are scheduled for Holi- 
day and House & Garden. Style, 
quality and value will be empha- 
sized in the ads. 

Trade promotion is already un- 


der way as well as a campaign for 
| contract carpeting. Fuller & Smith 
| & Ross, New York, is the agency. 


| Dunham Promotes Cardiff 


E. W. Cardiff has been promoted 
from assistant manager to acting 
manager of the marketing and pro- 
| motion department of C. A. Dun- 
ham Co., Chicago, manufacturer of 
heating systems and equipment. 
He succeeds Edward F. Ford, who 
has been named to head the com- 


pany’s newly formed defense con- | 


| tract office. 


| NBC Promotes O'Connell 


Ray O'Connell has been named 
a member of the station relations 


|department for television of Na-| annual Four A’s examinations will! Dayton, 


| tional Broadcasting Co., New York. 

During the past year, he was in 
charge of audience promotion for 
the television network. 


Finley Resigns Don Lee Post 

Mark Finley has resigned as 
public relations director of the 
Don Lee Broadcasting System, Los 
Angeles, effective Feb. 1. He has 
| been with the network sinée 1939. 


Four A’s Exams Set for Feb. 17 and 24 


New York, Jan. 24—The fifth 


| be given on Feb. 17 and 24 in at 


| least 19 cities. The exams, given 


by American Assn. of Advertising 
Agencies to attract high caliber 
young people to advertising, in- 
|clude aptitude-temperament tests 
}and tests of practical knowledge 


of various kinds of advertising| 


| work. 
| Exams will be held in Baltimore, 


I Line 


af 


That's important in selling and it’s an exclusive Don Lee selling advantage. 
With Don Lee, you shoot your message exactly where you want it—to meet your specialized mar- 

keting problems. No waste. You buy only what you need. You get coverage to fit your distribution. + 
Only Don Lee can release your sales message to all Pacific Coast radio families from a local net- 

work station located where they live, where they spend their money. It’s the most logical, the most ef- 

fective, the most economical advertising you can buy for the Pacific Coast. That’s why Don Lee con- 

sistently broadcasts more regionally sponsored programs than any other Pacific Coast Network. 

Don Lee Stations on Parade: KYOS—MERCED, CALIFORNIA 
KYOS is the only radio station in the City of Merced, which has a pte of 15,066. It is the only radio station in 


all of Merced County, which has a population of 67,636 and retai 


sales of $62,066,000. This is the kind of network 


service Don Lee maintains for listeners wherever they live on the Pacific Coast ... the kind of network service that pays off 
for every advertiser whose products have Coastwide distribution. 


The Nation's Greatest Regional Network 


 Adea 


| DON LEE. 


~ BROADCASTING SYSTEM — 


ai ey 


Represented Nationally by JOHN BLAIR & COMPANY 


Chicago, Cincinnati, Cleveland, 
Detroit, Indianapolis, 
| Jackson, Miss., Los Angeles, Min- 
neapolis, New York, Oklahoma 
City, Philadelphia, Pittsburgh, 
Portland, Ore., St. Louis, San An- 
tonio, Tampa and Tulsa. They may 
also be given in Boston, New Or- 
leans, San Francisco and Spokane. 

Candidates, who pay a $15 fee, 
| will receive an objective, scien- 
tific appraisal of how their abili- 
ties compare with those of more 
than 4,500 actually working in 
various branches of advertising. 

Test applicants should contact 
the Four A's examination commit- 
tee chairman for the city where 
the test is to be taken, or the 
American Assn. of Advertising 
Agencies, 420 Lexington Ave., New 
York. 


| ATF Inc. Stockholders 
‘to Vote on Changing Name 


| A special meeting of stockhold- 
ers of ATF Inc. will be held Feb. 5 
to vote on changing the name of 
the corporation to Daystrom Inc. 
When the present corporate struc- 
ture was adopted in 1946, Thomas 
Roy Jones, president, said, the pres- 
ent name was chosen because 
American Type Founders was then 
the principal source of sales and 
income 
| Five years ago a diversification 
program was undertaken, and sev- 
eral of the companies acquired by 
ATF Inc. are now major sources 
of income. The ATF group of co 
anies includes: American T) 
‘ounders, printing equipmer 
Daystrom Corp., chromed tubul 
steel furniture; Daystrom La 
nates Inc., plywood; Frederick H 
& Co., electronics equipment, a 
Daystrom Balboa Inc., furniture. 


Fisk Rejoins Meredith 


Betty Fisk, formerly assista 
special events and women's d 
partment director of Carl Byoir 
| Associates, New York, has join 
| the home furnishings staff of Be 
| ter Homes & Gardens and Succe 
| ful Farming, both published 
Meredith Publishing Co., I 
Moines. She will hold the new 
created post of field editor of t 
two publications. Miss Fisk was 
member of the home furnishin 
department of Better Homes 
Gardens in 1948 and 1949. 


Warren to Crucible Steel 


R. K. Warren has been appoint 
assistant manager of tool steel sal 
of Crucible Steel Co. of Ameri 
with headquarters in Syracu 
N. Y. 


.... A way to reach the 
expanding consumer mar- 
kets within the armed 
services: Use 


Army Times & 
Air Force Times 


Masses of Circulation to Masses of Troops 
3 editions: U. S. A., European, Pacific 


COVER ARMY-AIR FORCE 
MARKET AT 1 LOW COST 


FREE—34-page doto book with new facts 
on the growing morket in the militory 
services. Write for your copy today. Ad- 
dress nearest Advertising Office: 


NEW YORK—41 E. 42nd St.—U 7.5552 
CHICAGO—203 WN. Wabash Avenve 
WASHINGTON, D. C—3132 M Street N.W. 
PHILA. —®. W. McCarney—MA 7.0887 
PACIFIC COAST—Geo. D. Close, Inc. 


mie P< oe a Eye: “ae a im 5 ees 2 > ‘4 ae. - ag ; se : ee a ges ’: fea bre 
Ope Ag Bae a a — — ClO a eee oe SS 
i a a 
ae a 
pei 
ee 17 oe, 
‘eC 
eo 

ee \ ae 
ee Ata 
es oe” 
Pee 
‘ 4 me 
a oe 
ae 
ae Re ee ee oe ee “ages 

ay 
aaa 
oon 
pase 
> "a ae 
“hi. ene 
Rie J 
| can 
| eee 
| Ga 
—_> RP 

a eee et te Ny, 
: ae eS 
? ee = : 2 * : ot 
~—— - AS ; os. mr Soe cae ayy ht ae 
| ° “ © a 7 ee Gata: aa 4 eae er 
| ; A he a e i Jie a 4 ney ‘ S 
e-, Se 5) 4 cia a ae. A * = 
© ae 8 oe jag 
‘igi ee - 4 ' x i 
a ag 
, . ae 

a. = - ae 
—— oe a, x ‘ eg Nihal 
~~ 4 —— - . J “4 az t é Hy Vie 
—_. | | —g rE © vt . 
s % . ’ ae e = 
' | at —w my , . ‘ aa oe = .\ \ =" : ‘* me 
7 ‘ . ad Se ; ‘Cael, 
J >. q i *. ib i a 
) \ Pn . me (| eS — oe. 
| ee aa " \ \ 4 se 3 oe my tS 
; ym Pe . Cz ee a - 
. AW) ee = Y Rietes : ie 
, x. 43 + & "Fett: ++ te Rips’ 6 
| +7 j 4 —— 5 § oe . aos s " ees ha 7 i To 
. < ti 2 he 
7 . , /) a — > t ont: abn ”y é ai wnat 
5 i} 23-3 oS 
} iA $ i, ? ‘ . 4i5e ly a. = 4 
ae { eeseeted leestinn rf me 
INS WW 4 = is WEBB RSSRIRSSLY tet — 

7 | ‘ (7 —ew ~ ‘ (ull — i tt +++ ee | ye | 
9 +o + . + ey = « ~= bea | $ Can 
| aE, Sr et i ee a. 
; | : 4 - Ah ar] = —- -— : ———— ella ye 
: ee : Te 

( : oe 
hs hla 
| — 
{ ta a 
:+ a 
) ae 
PANE = LE uN 
(SN Rk. 
<3 e 
i 5 
FOUND... RAs, 
way 
“ i Rey . 
 Sieiey iy 
(oe 
| Rey 
| ee a 

oe at 
I . ae 
Pans 8. 
ERS 
| a , Biss, 
™ j : | riage ad 

{ . L074 F 7: ee a owes 
Any wg a eM 

4 a~_ a ce ae 
< in i: ss . a “ an 
AS ’ ~~ — at! ‘ a ; eeeeevese PRR 
| = ee — ee rt a os a al Hien 
— - i an = : - Pee 
an Fe me eo ; DR ma — me rae a 
| as 
. Aa i 
eats ot * 
yr an 
xe 
| Tak Se 
| } ce 

vee 
| in pea 
} wars A 
| peo 
(Sat RU ¥ ak 
1 px 

= ¥ 
En ; ee Sth ae 
Sees aie ae eae ae Pees lll I ee ees 


ie a 


A 


aOR oN Sue a US oe 


; . 


Pn ae 


a 


Over Pe 
1,000,000 : 
prospects 


ek 

Bria ey 
May ean 
"ay "Wr ») at 


Ha 


— proprietors! 


THE 


MAGAZINE 


Every Elk owns a piece of Elks Magazine. 


The growth of Elkdom—now at its 80-year peak of 
membership and influence—would not have been pos- 
sible without this powerful monthly liaison. 


The same editorial pipeline to Elks that has knitted 
Elkdom so closely together is offered to the advertiser 
of every worthy product—and at a surprisingly low 
cost. Ask us for all the facts on this selective mass 
market of 1,000,000 mature men. 


New York - Chicago - Los Angeles + Detroit - Seattle { 


Service League Names C&P 


Cecil & Presbrey, New York, has 
been appointed public relations 
counsel by the National Civil Serv- 
ice League, which recently re- 
ceived a grant from the Carnegie 
Corp. of New York to expand its 
program of public education. The 
league, a 71-year-old non-partisan 
organization, will undertake a 
broadened program of education 
to acquaint the public with effi- 
cient government personnel opera- 
tions. No ad space is scheduled. 


Now Alex Struthers & Co. 


Baxter & Struthers Advertising, 
Los Angeles, has changed its name 
to Alex Struthers & Co. William K. 
Baxter is severing all connection 
with the company to form his own 
company in Los Angeles for the 
production of commercial films, 
television spots and training films. 
All accounts will remain with 
Alex Struthers & Co., which will 
continue operations at its present | 
location. | 


WTAG Promotes Three 


Herbert L. Krueger, commercial 
manager of WTAG, Worcester, | 
Mass., has been appointed station 
manager. Robert J. Brown, local 
sales manager, has been named to 
succeed Mr. Krueger. Richard L. 
Gravel, formerly on the local sales 
staff, will take over Mr. Brown’s 
former position. 


Names Gaugler President 

Raymond C. Gaugler, executive 
vice-president of American Cyana- 
mid Co., New York, since 1947, has 
been elected president. He succeeds 
the late William B. Bell. 


Gets Dairy Account 

Sunrise Dairies has appointed 
the Newark office of Lewin, Wil- 
liams & Saylor to handle its ac- 
count. 
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> cuts have built for Manz a distinctive 


planned economy purveys a feeling of 
confidence between buyer and producer 
. it permits the pleasant addition of 


quality touches that add distinction to 


Proven savings in production short 


reputation in the Graphic Arts field. This 


A testimonial dinner was given Jan. 18 by business and profession- 
al men of Appleton, Wis., to honor Horace L. Davis, business manager 
of the Appleton Post-Crescent for the past 31 years. A plaque attest- 
ing to his leadership in civic service was presented to him. Two of 
Mr. Davis’ three sons are in the newspaper business—Richard, bus- 
iness manager of the Wisconsin Rapids Tribune, and Kenneth, on 
the ad staff of the Post-Crescent... 

Not only was C. A. Patterson, publisher of American Restaurant, 
given an award of appreciation for 31 years’ service to the industry, 
but he also was made an honorary Texas citizen by proclamation 
of the governor at a meeting of the Houston Restaurant Assn... 

Fuller & Smith & Ross President Allen L. Billingsley has been 
elected to the board of directors of Cleveland’s Central National 
Bank... Another new director is James D. Shouse, v.p. of Avco 
Mfg. Corp. and board chairman of Crosley, who has been elected to 
the board of Central Trust Co., Cincinnati... 


TOAST—Nathan E. Jacobs (president of Bozell & Jacobs, Chicago) and Mrs. Jacobs 

toast Michael Maxwell-Fisher, of Inverness, Paris and London, and his bride, Shirley 

Behringer, former B&J copywriter, at a reception following the wedding at the 
Jacobs’ home in suburban Glencoe. 


June Dairy Products Co.’s ad manager, Phil Grant, is giving a free 
ten-week course in political economy for the benefit of New York’s 
business men Tuesday evenings 7:30-9:30, in Room 44, 50 E. 69th St. 
The course started Jan. 23... Rod Maclean, assistant v. p. and ad 
manager of the Union Bank & Trust Co., Los Angeles, has been 
named chairman of the entertainment committee of the Kiwanis 
Club of Los Angeles, and a member of the public and business af- 
fairs, public relations and ways and means committees... Publicity 
and public relations of the Denver Kiwanis Club are guided by 
newly appointed Chairman R. Main Morris, assistant manager of 
KLZ... 

Chicagoan Arnold Carlsen, MBS central division account execu- 
tive, has been vacationing in Ft. Lauderdale, Fla. . .Robert A. Street, 
ABC account executive for network radio, western division, and 
actress Frances Charles were married in Las Vegas, Nev., Jan. 11... 


AGENCY ARTIST—Maurice “Moe” Collette, vice-president and account group head 

of Batten, Barton, Durstine & Osborn, discusses one of his canvasses with Jill 

Squires and Joanne Fitz, both of BBDO. Moe's paintings, covering his travels here 
and abroad, were on exhibit in the Ferargil galleries in New York until Jan. 27. 


Among the notables who read papers at the 18th annual meeting 
and dinner of the Baker Street Irregulars in New York recently 
was Col. Willard Chevalier, senior vice-president of McGraw-Hill 
Publishing Co., who has been a who-dunit fan for many years. Mem- 
bers of the Irregulars, whose aim is to keep green the memory of 
Sherlock Holmes, have to pass rigorous tests of scholarship in the 
writings of the late Sir Arthur Conan Doyle... 

Friends of Edward K. Moss, director of public relations for the 
American Management Assn., now on leave of absence with the 
Office of Public Information, National Production Authority in 
Washington, have a feeling it’s for “the duration.”..Henry E. Mc- 
Daniel, v.p. and art director of Bennett, Walther & Menadier, 
Boston agency, has been elected a member of the Society of Boston 
Water Color Painters. His work has been seen in various New Eng- 
land exhibits. . . 
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farmers. 


talists you ever saw. 

Take Harvey Hansen, for instance. He’s the 
fellow harvesting beans (soy, that is) in the 
picture below. Harvey, like many other Iowa 
farmers, has $15 or $20 thousand tied up in 
farm machinery and equipment. Plus at least 
twice that much in land and buildings. 

With your $50 thousand you'd still look like 
a small-time operator to most of Iowa’s good 


CAN YOU SPARE $50,000 ? 


Then Maybe You Could Start Farming In lowa 


Uncle Joe Stalin doesn’t think much of Iowa 
farmers (and vice versa). Because the state’s 
boundaries enclose the biggest bunch of capi- 


In Iowa, we've long since quit trying to make 
a living with just muscle—human or horse. 
Sure, we've got more top-grade land than you'll 


find in any other state. But that alone isn’t 


Wallaces’ 


what keeps Iowa Number One in livestock and 
grain production. Takes a first-place ranking in 
machinery investment, too. 

So every one of Iowa’s more than 200,000 
farmers is a big businessman. And, like other 
capitalists, they take time out regularly to read 
a down-to-earth, up-to-date magazine about 
their own business. For 9 out of 10, that means 


Farmer and Iowa Homestead. 


IF YOU THINK [OWA FARMERS LOAF 
ALL WINTER, BETTER GUESS AGAIN 


There’s Work To Be Done, Plans To Be Made 


“You're lucky . . . nothing to do ’til spring.” lowa farmers are used to such jibes 


from city cousins. 


But, even for those trying to get away for a Florida vacation, winter is a busy time. 
Chores never stop for Iowa’s pork, beef, lamb, dairy and poultry producers. And 
there’s plenty of planning — and buying— to be done before frost is out of the ground. 

Take pigs—of which Iowa raises one-fifth of the nation’s crop. Nearly 15 million 
baby porkers will arrive on Iowa farms this spring, mostly in March, April and May. 
That meant breeding 2 to 24% million sows in November, December and January. 
Then pampering them for 3 months, 3 weeks and 3 days (more or less) to get bigger, 


Off the Cob... by George 


In Brooklyn, most retail sales are made to 
farmers and their wives. Brooklyn, Iowa, 
that is. Dealers in more than 9 out of 10 
lowa towns do most of their business with 
farm people. 


Dealers want all the advertising sup- 
port they can get. But 54.4 per cent— 
in independent surveys of nine lowa 
dealer groups—said they'd prefer to 
see that support in Wallaces’ Farmer 
and lowa Homestead. Next best score 
for any farm medium was 11.1 per cent. 
* . * 


A kerosene lamp is an antique in Iowa these 
days. Latest official figures (1949) showed 
194,659 farms with highline electric service. 
Estimated total now is 199,000. 

* * . 


Last year, lowa sows raised 20,759,000 
pigs to weaning age. That's 24) pigs 
for each man, woman and child in New 
York City. 

* 7 . 


lowa's weekly newspapers regularly borrow 
editovial cuts and photos from Wallaces’ 
Farmer and Iowa Homestead. But not be- 
cause they’re primarily interested in how 
Sam Smith raises hogs. The fact that Sam 
“made” the state’s leading farm paper is 
big local news. 
* * * 


How To Talk Iowa: When you use the 
word “folks,” be sure to add the “s.” 
To lowa farmers, “folk” means some 
sort of Hungarian dancing. 

* * * 


Editerial mail indicates that the clinching 
argument in many an !owa farm discussion 
starts with: “Wallaces’ Farmer and Iowa 
Homestead says .. .” 

+ J - 


How to win a cinch bet: Claim that the 
little state of Iowa raises three times as 
much corn as the great nation of Mexico 
Answer: Mexico, 118 million bushels in 
1950; Iowa, 465 million bushels. lowa’s 
crop usually accounts for one-fifth of the 
U.S. total, 


healthier litters. 

Or income taxes. Older farmers can 
remember when these were no problem. 
Nowadays it takes a whole crateful of 
check stubs and receipts, pius a fancy set 
of books, to make the annual report to 
Uncle Sam. 

Ever hear of a family farm? That’s the 
kind we have in Iowa. It means the whole 
family helps run the business. And winter 
usually sees a series of family conferences 
on buying plans. With Dad expressing 
firm opinions about the new stove. And 
Mom having her say about another tractor. 

What have these family conferences 
decided? We tapped a cross-section to 
find out. Then added up the figures for 
more than 300 farm and home items 
ranging from posthole diggers to inner- 
spring mattresses. To get the complete 
results, drop a line to Research Depart- 
ment, Wallaces’ Farmer and Iowa Home- 
stead, Des Moines, Iowa. Ask for a copy of 
“Iowa Farm Buying Intentions for 1951”. 


WALLACES’ FARMER “FIRST” 
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lowa farm people themselves rate Wallaces’ 
Farmer and lowa Homestead first among all 
publications that talk about farming and 
farm homemaking. Farm folks were asked: 
“Which of all the papers and magazines 
that carry farming and homemaking in- 
formation would you choose if you could 
take only one?” The chart above shows the 
answers. Figures are based on an area 
survey made by the Statistical Laboratory 
of lowa State College. 


Harvey Hansen, Boone county farmer, harvests soybeans with his self-propelled 
combine. An 83-acre field averaged 35 bushels of beans to the acre. 


Readers Are Smartest Folks 


On Our 


Editorial Sta 


Timely, personal, easy to read. Those 
are the standards by which every piece of 
copy written for Wallaces’ Farmer and 
Iowa Homestead is 
judged. Because that’s 
the kind readers want. 

The editors of WF&I 
know what they're doing 
From Editor Don Mu 
phy on down, each staffe’ 
is experienced in the farm 
paper business, well- 
grounded in the story 
material with which he 
deals. But none ever forgets that his 
readers are smarter than he is. 

Murphy himself has been an editor for 
30 years. He knows just what Iowa 
farmers are worrying about today, and 


- 


why. But he sits in no ivory tower. “‘Only 
one way to find out whether your stuff is | 


getting across,” he says. “Ask the readeg.”” 

That's why Wallaces’ Farmer and loWa 
Homestead has pioneered in the field of 
readership research. As far back as 1938, 
long before the Continuing Study of 
Farm Publications began, our editorial 
research staff was beating the bushes, 
asking Iowa farmers and homemakers 
what they would read, what they could 
leave alone. 

Result is copy that clicks with readers. 
Checks on readership of Wallaces’ Farmer 
and Iowa Homestead _- including the Con- 
tinuing Study consistently show high 
scores for the short, snappy, up-to-the- 
minute copy that fills the pages of Iowa's 
favorite farm paper. 

How do we know it’s the favorite? 
Farmers tell us so. Other folks do, too, 
after independent surveys of their own. 
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Macfadden Study Suggesis Video Families 
Read Books Less But Read Magazines More 


New York, Jan. 23—Families 
with television sets spend substan- 
tially less time reading books than 
they did a year ago, but magazine 
reading has increased, according to 
Macfadden Publications’ latest 
“Marketing Memo.” 

Data in the report is based on a 
probability sample study in two 
medium-size midwestern cities. 
The survey originally was con- 
ducted for the information of Mac- 
fadden executives, but detailed re- 
sults also are available to interested 
agencics and advertisers. 

The memo asserts that, in both 
wage earner and white collar fam- 
ilies, there was a notable decrease 
in movie attendance, with 44.4% 
of the wage earner families and 
38.8% of the white collar families 
reporting a decreased frequency of 
attendance. 


@ Both groups reported a substan- 
tial decline in book readership, and 
both groups have increased their 
magazine reading. In addition, 
wage earner families reported def- 
initely increased reading of news- 
papers, as compared with white 
collar workers. 
Survey data relating to magazine 
reading and television indicates 
at families who have or see TV 
jow read, on the average, more 
agazines than other families. The 
yerage number of magazines read 
ly magazine reading families is 
8. Among magazine reading fam- 
jes who have or see video, the 
erage is 3.0 magazines. 
A total of 18.4% of the families 
ho have or who see television are | 
ading magazines more, as com- 
ared with 14.9% of non-TV fam- 
es who are reading more maga- 
nes, or who are reading maga- 
nes more thoroughly, or who do 
th. 


Wage earners are reading mag- 

ines somewhat more than white 

liar people (16.6%, as compared 

ith 15.9%). In addition, 50.8% of 

e wage earner families have or 
Se television, whereas only 41.3% 
@f the white collar families have 
@ets or watch TV. Macfadden con- 
@udes that the higher magazine 
feadership and TV viewing on the 

rt of the wage earner families 
‘affects their movie attendance con- 
siderably more than is the case for 
white collar workers. 

The memo also cites corrobora- 
ting evidence in a recent Omnibook 
survey of radio and TV owners in 
the New York and Philadelphia 
areas. The Omnibook study 
showed, for example, that 69% of 
the televiewers subscribe to four 
or more magazines, as compared 
with 52% of the radio listeners. 
Further, the data indicated that 
television viewers spend 3.8 hours 


TEST. 


Metropolitan 
NEW 
+ YORK 
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PEANUTS 


Send or call for the com- 
plete bulletin “Metropolitan 
New York Test Market #1" 
Study the facts and you will find you can 
test a typical segment of oo 
New York, by testing BAYON for | 
only 9 cents a line . . . just peanuts com- | 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES) 
“Bayonne cannot be sold from the outside” | 
NATIONALLY REPRESENTED BY | 
BOGNER & MARTIN | 
295 Medison Ave., N.Y. © 435 N. Michigan Ave., Chicoge 


weekly reading, as compared with 
2.5 hours per week spent by radio 
listeners. 


Names Harwood 


Montreal Locomotive Works 
Ltd., Montreal, has named Stephen 
G. Harwood, formerly district man- 
ager for American Locomotive Co., 
New York, as sales manager. 


To Open Fresno Branch 

McDonald-Thompson, publishers’ 
representative with offices in Los 
Angeles, San Francisco, Seattle 
and Dallas, opens an office in Fres- 
no, Cal., Feb. 1. Richard Jespersen, 
formerly with Rollins Advertising 
Agency, Modesto, will manage the 
new office. 


Bob Wood Joins KTTV 

Bob Wood, formerly on the sales 
staff of CBS in Hollywood, has 
joined the sales staff of KTTV, 
Los Angeles. 


WDRC Appoints Cooper 


Ken Cooper, formerly on the ad- 
vertising staff of Parents’ Maga- 
zine, New York, has joined the 
commercial sales staff of Station 
WDRC, Hartford, Conn. He suc- 
ceeds Alfred Larson, who has been 
recalled to active duty in the Navy. 


To Botsford, Constantine 

Botsford, Constantine & Gard- 
ner, San Francisco, has been ap- 
pointed to handle the advertising 
of Bell Brook Dairies Inc., San 
Francisco. 
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| Sets Graphic Arts Show 


The 24th Annual Exhibition of 
Design in Chicago Printing, spon- 
sored by the Society of Typograph- 
ical Arts, will be held March 17 to 
April 15, at the Art Institute of 
Chicago. Entries are eligible only 
if designed in Chicago in 1950. 
Deadline for entries is Feb. 12. 


Gets Macaroni Account 

California Macaroni Co., San 
Francisco, has retained Frank Paul 
Newton Agency, San Francisco, to 
handle its advertising. 


WHO BUYS THE MOST 


among readers of all the 


multi-million national 


magazines, as reported 


by Starch*? 
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READ AND RE-READ BY MORE THAN 2,800,000 FAMILIES . . . BECAUSE “SOME 
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Brewer Sponsors Sportscast 

Regal-Amber Brewing Co., San 
Francisco, has signed to sponsor 
“Sports Taps,” a five-minute, five- 
a-week sports commentary by Tom 
Harmon, for 52 weeks on KNX, Los 
Angeles. Abbott Kimball Co. of 
California, San Francisco, is the 
agency. 


Runs Seattle Ads for Slim 


Advertising for Slim, dairy prod- 
uct distributed in the Seattle area 
by Kristoferson Dairy, has begun 
in newspapers, outdoor, television, 


point of sale and car cards. The 
account is handled by Vance Shel- 
hamer Advertising, Seattle, of 
which Franklin C. Welch, formerly 
in the agency’s Everett, Wash., of- 
fice, recently was named head. 


Schenberg’s Names Seelig 

Seelig & Co., Advertising, St. 
Louis, has been named to handle 
the radio advertising for Schen- 
berg’s 20th Century Super Mar- 
kets, St. Louis. Schenberg’s is spon- 
soring “The Cisco Kid” in St. 
Louis. 


Nesco Plans 13-Market Newspaper Drive 
for Roaster with Built-in Time Clock 


Cuicaco, Jan. 24—Nesco Inc., 
manufacturer of electric roasters, 
| decorated kitchen and galvanized 
ware, in February will launch a 
newspaper campaign in 13 major 
markets across the country for its 
roaster with a built-in time clock. 

Copy will range from 560 to 630 
lines and, although insertions are 
only scheduled through February 


and March at the present time, 
additional copy probably will run 
in later months. 

In addition to the consumer cam- 
paign, the company will conduct 
an intensive trade publication 
drive in Electrical Dealer, Elec- 
trical Merchandising, Hardware 
Retailer, Housewares Review, Na- 
tional Furniture Review, Premium 
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Practice & Business Promotion and 
Retailing Daily, through Roche, 
Williams & Cleary. 


@ Nesco also is completing plans 
for a spring promotion of its Mar- 
guerite Daisy line of decorated 
ware, which carries a pattern de- 
signed by Raymond Loewy. 

The Marguerite Daisy line, 
shown to the trade at the National 
Housewares Show here, is de- 
signed to attract spring shoppers 
and bring them in to retail stores 

Complete promotion kits, in- 
cluding window and counter dis- 
play pieces, publicity material and 
newspaper ad mats, are being dis- 
tributed to retailers. Spot an- 
nouncements in 21 major markets 
also will be used to back the drive. 

Nesco, which moved its national 
headquarters here this month, will 
maintain manufacturing, engineer- 
ing and accounting headquarters 
in Milwaukee, the company’s home 
for the past 65 years. The company 
has five plants, two of which are 
located in Illinois. 


Henri, Hurst Shifts Radio, 
Television Departments 


Henri, Hurst & McDonald, Chi- 
cago, has completed plans to move 
its radio and TV departments into 
separate new quarters in the La 
Salle - Wacker Bldg., where the 
agency is presently located. 
| The move will entail the addi- 
tion of five new staff members in- 
cluding Lee Randon, from Ruth- 
rauff & Ryan; David Rogers, 
RCA, and Jim Conway, of “ 
| the Missus,” CBS radio show 


To Push Floretta Crepe Pa 

Tuttle Press Co., Appleton, 
manufacturer of fancy wrapp 
| napkins, paper hand towels 


specia] printing papers, has 
creased its advertising appro 
| tion to 5% 
| its Floretta crepe paper. Full 
| in Florist Telegraph Delivery ! 
} and Telegraph Delivery Spirit 
be used, plus half pages in Flo 
Review. Ohlsson Adverti 
Agency, Green Bay, Wis., ha 
the account. 


| Atlas Names Marian Catili 


| Marian Catlin, former adve 
ing manager for American G 
| ing Publishers, and advertising 
sales manager for United W« 
|Co., has been named to hea 
'expanded program of advert 
and sales promotion for Atlas 
& Sales Corp., Cleveland, ma@fhu- 
facturer and distributor of 
operated vending machines. 


Named by Budd 


Earl ©. Blaine has been named plant 

manager of The Budd Company's 
Hunting Park Plant in Philadelphia 
lwhere aut bile bedy components 
are fabricated for a number of the 
(most important automobile manufac- 
turers. Getting ahead in business like 
Mr. Blaine are thousands of regular 
| Wall Street Journal readers through. 
‘out the nation — executives and their 
| aides who make or influence decisions 
on planning, production, selling and 
buying. 
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‘Lite,’ Not ‘Look,’ Had 
Biggest Dollar Gain in ‘50 

In the story accompanying 
Publishers’ Information Bureau 
magazine revenue figures for 1950 
in AA last week it was reported 
that Look recorded the largest gain 
in dollar volume. This was incor- 


rect. Larger gains than Look’s $2,- | 
Life ($4,-| 
y Evening | 


699,960 were made b 
018,780), The Satur 
Post ($3,921,492), and This Week 
Magazine ($3,595,193). 


Collyer to Welch Juice 

Barbara Collyer, formerly with 
R. H. Macy & Co., has joined the 
Welch Grape Juice Co., Westfield, 


NIAA Plans Independent Research > 
Foundation on Industrial Ad Problems 


New York, Jan. 24—Plans for 
establishment of a foundation for 
advertising research to be affili- 
|} ated with the National Industrial 
Advertisers Assn. will be presented 
to the NIAA membership at the 
annual meeting here next June. 

Bennett S. Chapple Jr., assistant 
vice-president, U. S. Steel Corp., 
Pittsburgh, and president of NIAA, 
outlined the project to NIAA 
directors at their mid-winter meet- 
ing in Pittsburgh last week and 
received unanimous backing for 


N. Y., as associate advertising man- M 
ager and publicity director. what is described as the key plank 
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in his blueprint for the future of 
NIAA. 

Other planks to be recommended 
at the June membership confer- 
ence will include a proposal to 
increase dues of members to meet 
rising costs, and plans for stream- 
lining the organization and man- 


agement structure of the associa- | 


tion so that responsibilities and 
functions of all officers and com- 
mittees will be specifically defined. 


es The proposed research founda- 
tion will be sponsored by NIAA 
but separately maintained, and 
financed by voluntary contribu- 
tions. It is expected that a small 
permanent staff will be employed 
to conduct research in collabora- 


tion with NIAA committees. When | 


and if necessary, outside profes- 
sional talent will be employed, 
such aS management consultants, 
market survey organizations and 
educators. 
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AT WASHINGTON CONFERENCE—Charles E. Wilson (left), director of the Office 
of Defense Mobilization, greets a friend across the table at the Advertising Council's 
7th annual White House conference. Looking on are James W. Young, consultant 
of J. Walter Thompson Co., and Samuel C. Gale, vice-president of General Mills. 
Secretary of the Treasury John Snyder is sitting beyond Mr. Gale. 


Mr. Chapple’s proposal calls for 
a board of trustees, elected by the 
contributors, to administer the 
foundation. Projects to be under- 
taken would be selected from rec- 
ommendations made to the trustees 
by “qualified sources.” It is en- 
visioned that projects to be under- 
taken would have immediate and 
practical value for NIAA members. 

NIAA research has been carried | 
on by voluntary committees. It has | 
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Better Homes & Gardens is the ONLY one of the 3 BIGGEST man-woman magazines 
that made it 100% by friendly counsel that builds a lasting urge to buy! 


How do you rate Better Homes & Gardens as a mass 
magazine? Over 3%-million circulation says it’s up 
with the BIGGEST! 

How do you rate the quality of BH&G’s multimillions? 
Here’s why they're better prospects for you. 

They're a selected man-woman audience, pre-screened 
for the’ greater interest in—and greater ability to 
buy—anytning and everything to make life fuller, busy 
days easier and recreation more enjoyable. 

And every page of BH&G inspires them to do some- 
thing about it. 

Not one word of fiction appears between its covers. 
Instead (and how much better for you), BH&G’s 
multimillions eagerly absorb feature after feature about 
when, where and how to enrich their lives. 


And on BH&G’s well-thumbed advertising pages, they 
find the things with which to do it—today, tomorrow, 
or that day when dreams come true! 


That’s how BH&G completes a circle which is SERVICE 


in its fullest sense—service to the reader—and to 


the advertiser—both! 


That’s why Better Homes & Gardens rates a key spot 
on your media list—whether you are building for 
today, tomorrow—or both! 
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been felt that, while much of the 
work accomplished has been in- 
valuable, the research has been 
somewhat limited by the time and 
effort which committee members 
could give to projects. With the 
establishment of a foundation, Mr. 
Chapple believes, it will be possi- 
ble to broaden and deepen the 
scope of research into many phases 
of industrial advertising and 
marketing. 


Vassar Co. May Become 
a Munsingwear Division 


Stockholders of Munsingwear 
Inc., Minneapolis, will vote Jan. 
30 on a revised plan to merge Vas- 
sar Co., Chicago, maker of Vas- 
sarette women’s foundations and 
undergarments, with Munsingwear 
as the surviving corporation. Under 
the plan, Vassar will be operated 
aS a separate division of Munsing- 
wear and wil! continue selling its 
products through its own Sales or- 
ganization. George E. Rutledge, 
Vassar president, will be available 
as consultant to the Vassar divi- 
sion. 


Asks FCC for Three More 
TV Stations in Milwaukee 

The Milwaukee common council 
has asked the Federal Communica- 
tions Commission to give Milwau- 
kee at least three more television 


| stations. The only Milwaukee sta- 
| tion now operating is WTMJ-TV. 


Stations WISN, WEMP and WFOX 
have had applications on file since 
1948, when the FCC freeze was in- 
stituted. Part of an original resolu- 
tion criticizing TV wrestling pro- 
grams as detrimental to youth was 
deleted from the present proposal. 


To Sponsor Baseball Games 

Regal-Amber Brewing Co., San 
Francisco, will sponsor a full sea- 
son of San Francisco Seals base- 
ball games on KSFO, San Fran- 
cisco, for the third consecutive sea- 
son, beginning with the Seals-San 
Diego Padres series on March 27. 
Abbott Kimball Co. of California, 
San Francisco, is the agency for 
Regal-Amber. 


Jan 31 


Art Coordination and 
Cooperation / Color Slides 


Albert Kner 


Artists Guild Club 


call SU 7-3320 
for reservations 
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Hixson Makes Bid 
for Coffee Trade 
in Chicago Area 


Cuicaco, Jan. 24—H. H. Hixson | 
& Co., large distributor of coffee) 
to restaurants in the Midwest, has 
launched a newspaper advertising | 
campaign aimed at snaring a share 
of the consumer market in Chicago 
and surrounding territory. 

The company launched its drive 
by offering prospective purchasers 
a 10¢ reduction in price for the 
first can purchased. This has been 
followed by a series of alternate 


70-line and full-page insertions in | 


the Chicago Daily News and in 
newspapers in Rockford, IIl., and 
Madison, Wis., plus a series of 35- 
line ads in papers in Aurora, Elgin 
and Joliet, Ill. every week. Ads 
will run “until further notice,” 
according to Hixson. 

Hixson reports that results of 
the 10¢-off-per-can offer have 
been “very good.” 

Ad copy lists local chain stores 
and independents where Hixson’s 
coffee can be purchased. 

Ewell & Thurber Associates here 
handles the account. 


Artvogue Names Hillman 


Phil Hillman has been appointed 
advertising and sales promotion di- 
rector of Artvogue of California, 
San Francisco. He succeeds Au- 
brey Mendle, who has been named 
sales and advertising manager of 
H. & L. Block Co., San Francisco, 
clothing manufacturer. 


Sears Promotes Chapleau 


Raymond P. Chapleau has been 
named retail sales manager of the 
books, office and photographic 
supplies buying department of 
Sears, Roebuck & Co., Chicago. He 
was formerly staff assistant in the 
national retail merchandise office. 


To ‘Architectural Record’ 


Blake Hughes has been ap- 
pointed promotion manager of Ar- 
chitectural Record, New York. He 
formerly held the -same position 
with ngineering News-Record 
and Construction Methods & 
Equipment. 


Don Lee Names Parsons 


Don Lee Broadcasting System, 
Hollywood, has named Jim Par- 
sons, in the network’s publicity de- 
partment, as director of public re- 
lations. He succeeds Mark Finley, 
who resigned recently. 


Seamless Names Gow 


Robert Edlin Resigns 

| Robert Edlin has resigned as 
West Coast sales representative for 
| Cramer-Tobias-Meyer, syndicate 
|ad company, and plans to repre- 
|sent several producers of syndi- 
cated direct mail and advertising 
mat services on the West Coast. 

| ABC Promotes Coe 


Donald R. Coe, news editor for 
| American Broadcasting Co., New 

ork, for several years, has been 
| named director of special events 
| for the network. 


Appoints Jewell Agency 

Holly Meat Packing Co., Oak- 
land, Cal., has appointed Jewell 
Advertising Agency, Oakland, as 
its agency. Newspapers and tele- 
vision are being used 


appeals used and sales techniques 
| as they are actually practiced. 

The cosmetics department, for 
example, was moved from the rear, 
of the first floor to one of the 
busiest traffic sections of the same 
floor. Sales activities long have 
been based on well-known brand 
names and experienced demonstra- 
tor-salespeople. And stnce the 
trading-up policy has been insti- 


‘Economist’ Story 
Explores Gimbel’s 
New Sales Strategy 


New York, Jan. 23—Department 
Store Economist’s January issue 
features a comprehensive article 
on Gimbel’s $7,000,000 moderniza- 
tion program and its stepped-up 
brand name promotion plan. 

Lighting, fixtures, layout, dis- 
plays, windows and the employes 
themselves are keyed to catch im-| 


pulse prospects, to promote —o Fein Agency Names Sheraton 


name goods and to trade up, ac " 
cording to the publication. William Sheraton, formerly ac 


that “customers are spending more 
money.” 


tuted, demonstrators have found) 


‘Review’ Names Burghardt 
Robert A. Burghardt, acting ad- 
vertising director of The Saturday 

Review of Literature since last 

| March, has been named Cas 

director. He succeeds 


Robert A 
Low, who resigned to enter govern. 


ment service. 


Gordon-Pilling Names Two 
Alvin Hampel has been 4 
ted copy chief of Gordon-Pi 
+ agency. Ed- 
been named 


Scott Paper Names Bowden 
J. D. Bowden, formerly assist- 


count executive of Auerbach As-/ant to the retail sales r, 


The article explores each depart-| cociates, has been appointed ac-| Scott Paper Co., Chester, Pa., has 


ment on every floor, discusses 
sign and display strategy, customer | Advertising, New York. 


count executive of Nathan Fein| been named 


sales personnel man- 
ager of the company. 
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A. R. Gow has been named executive 
vice president and general manager of 
The Seamless Rubber Co., Inc., New 
Haven, manufacturers of surgical sup- 
plies and athletic products. Getting 
ahead in business like Mr. Gow are 
thousands of regular Wall Street Jour- 
nal readers throughout the nation— 
executives and their aids who make or 
influence decisions on planning, pro- 
duction, selling and buying. 

(ADVERTISEMENT) 


KFBK 


Secramento (ABC) 


rrr one aa 
Reno (NBC) Bokersfield (CBS) 
50,000 watts 1530 ke. saints | enemas 1000 watts 1410 ke, 


you use its own stations—the five 
BEELINE sstations located right in 
inland California and western 
Nevada. Because the Beeline is an 
independent market, well removed 
from coastal California influence. And 
Beeliners naturally prefer their own, 
on-the-spot stations to distant Los 
Angeles and San Francisco stations. 

Use all five BEELINE stations, 
and you cover the whole Beeline — a 
market with more buying power than 
Detroit . . . higher total retail sales 
than Philadelphia.* Choose best avail- 
abilities on each station without line 


or clearance problems. 
the the BEELINE stations individually, 
to blanket a major Beeline trading 
area. For instance... ~ 


KFBK SACRAMENTO 
Delivers solid coverage of the whole 
19-county billion-dollar Sacramento 
market. Recent BMB shows KFBK’s 
1946-49 audience increase as 50.4% 
daytime, 49.5% at night, with a 
82.5% growth in radio families. Affil- 
iated with inland California’s leading 
paper — The Sacramento Bee. Has 
lowest cost per listener in its area. 


*Sales Management's 1950 Copyrighted Survey 


M’Clatchy Broadcasting Company 


© «PAUL H. RAYMER CO, Notional Representetive 
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1951 introduces a new era in television. It marks a 
major milestone: television's emergence as a mature, a 
truly mass medium. For 1950 saw the television popu- 
lation more than double in size . . . saw it reach and pass 
the largest circulation available through national maga- 
zines . . . saw it cross the 10,000,000 mark. with more 


than 40 million viewers every week. 


Certainly. new millions all over the country saw 
the magic of television reflected in their receivers. Seven 
new markets were opened to television in 1950. Twenty- 
one stations were added to the interconnected network 
to bring NBC programs “live” to 47 markets . . . to 63 
markets. all told—63 markets which contain 6 out of 


every 10 persons in the U.S. And certainly the NBC 
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Admiral Corp. 

American Cigarette & Cigar Co., Inc. 
American Home Products Corp. 
American Tobacco Co. 
Anchor-Hocking Glass Corp. 

Armour & Co. 

Armstrong Cork Co. 

Benrus Watch Co., Inc. 


Bonafide Mills, Inc. 

Borden Company 
Bristol-Myers Co. 

Brown Shoe Co. 

Campbell Soup Co. 
Chesebrough Mfg. Co. 
Colgate-Palmolive-Peet Co. 
Congoleum-Nairn, Inc. 


Corn Products Refining Co. 

Crosley Div. Avco Mfg. Corp. 

Derby Foods, Inc. 

De Soto Div. of The Chrysler Corp. 
Durkee Famous Foods, Inc. 

Emerson Radio & Phonograph Co., Inc. 
Firestone Tire & Rubber Co. 

Ford Dealers of America 


Ford Motor Div., Ford Motor Co. 
Frigidaire Div., General Motors Corp. 
General Foods Corp. 

Gillette Safety Razor Co. 

Gulf Oil Corp. 

Hazel Bishop, Inc. 

Hunt Foods, Inc. 

International Shoe Co. 

Andrew Jergens Co. 
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programs broadcast in these markets played a huge part 


in raising television to its gigantic, 1951 proportions. 


Most popular programs 


For throughout the year, most of the top-rated programs 
were on NBC, Latest reports show NBC with 7 of the top 
10 programs. And that’s only part of the picture: NBC’s 
program leadership is marked in every major program 
category: comedy, variety, drama, mystery, news, 
juvenile, music and women’s daytime shows. 

Add the NBC broadcasts of the United Nations 
sessions ... the operas produced especially for television 
. .. the modern living series planned for the younger 
viewers . . . the vivid news reports which every day set 
higher standards in a new form of journalism—and a host 
of other memorable programs which round out the most 
complete and satisfying schedule in television. 

Add, too, such bold (and successful) programming 
concepts as the Saturday Night Revue . . . the Sunday 
Comedy Hour . . . the Wednesday Four-Star Revue . . . 
Broadway Open House . . . the Kate Smith Show—and 


you see why 


the average sponsored program on NBC 
delivered 40°¢ more homes than the average 


sponsored program on the second network. 


Facilities expansion 


And to mount these and other programs on NBC’s ex- 


panded schedules required a parallel and staggering 


expansion of facilities, both in space and equipment. The 
largest and best-equipped scenic construction shop in 
television was set up, and New York’s Center Theatre 
was converted to the world’s largest television studio, 


Four additional TV studios were opened. 


New advertising concepts 


Credit NBC's tripled billings to 69 shrewd buyers and 
to audience-winning programs. But chalk up an assist to 
NBC's Hofstra Study — the first precise measurement of 
the sales effectiveness of television advertising. And 
another assist to the new concepts in selling introduced 
by NBC: rotating sponsorships . . . alternate-week adver- 
tising . . . multiple sponsorship of top-rated shows — 
ideas which immediately made big-time television prac- 


tical for moderate-budget advertisers. 


A great national asset 


The curtain rises on 1951 with television solidly welded 
into the social and selling structure of the nation . . . with 
NBC more firmly established as first choice of viewers 
and therefore by advertisers. And with a clarity that 
rivals the sparkling images on the screen, 1951 sees 
television — the most compelling vehicle of mass com- 
munication ever devised — ready, at a moment’s notice, 


to serve the need of this country in peace or war. 


TELEVISION 


America’s No. 1 Television Network 


The Kellogg Co. 

Kraft Foods Co. 

P. Lorillard Co. 
Manhattan Soap Co. 
Mars, Inc. 

Miles Laboratories, Inc. 


Minnesota Mining & Mfg. Co. 


Minute Maid Corp. 
Mohawk Carpet Mills, Inc. 


Motorola, Inc. 


Mutual Benefit Health & Accident Assoc. 


National Dairy Products Corp. 
Naturalizer Div. of Brown Shoe Co. 
Norge Div. Borg-Warner 

Pet Milk Sales Corp. 

Philco Corp. 

Procter & Gamble Co. 

Quaker Oats Co. 


on 


Radio Corp. of America 
Revere Copper & Brass, Inc. 
R. J. Reynolds Tobacco Co. 
Riggio Tobacco Corp. 

Sales Builders, Inc. 
Simmons Co. 


Standord Brands, Inc. 
Standard Oil Co. of Indiana 
Stokely-Van Camp, Inc. 
Swift & Co. 

The Texas Co. 

United States Tobacco Co. 


The S.O.S. Co. The Wonder Co. 
Snow Crop Marketers, Inc. Welch Grape Juice Co. 
Speidel Corp. Wildroot Company, Inc. 
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Maxfield Gets Four New 
Accounts; Appoints Rosen 
Joseph Maxfield Co., Providence, 
R. L, agency, has been appointed 
to handle the advertising of Bar- 
ton Corp., developer of the war- 
time Walsh-Kaiser Shipyard, us- 
ing industrial trade publications 
and newspapers; A. W. Harris Oil 
Co., using television; K B Chemical 
Co., Pawtucket, R. 1. using news- 
papers and television, and Prac- 
tical Products Co., Providence, us- 


ing direct mail. 

Louis Rosen, formerly special 
salesman with WHIM, Providence, 
has joined the Maxfield agency as 
account executive. 


Gilbert Promotes Officers 


George M. Gilbert, vice-presi- 
dent and treasurer of — rt Pa- 
per Co., Menasha, Wis., has been 
elected ‘president of the company. 
He succeeds A. C. Gilbert, who has 
been named chairman of the board. 


Schlaifer Boosts Joseph 


Herbert Joseph, formerly assist- 
ant space buyer, has been ap- 
pointed radio time buyer and na- 
tional newspaper space buyer of 
Charles Schlaifer & Co., New York 


‘Herald Tribune’ Ups Elliot 

William H. Elliot, in the food 
advertising division of the New 
York Herald Tribune, has been ap- 
pointed in charge of media adver- 
tising for the newspaper. 


an established 
utility 


. The East Ohio Gas 
Company regularly repeats 
its message to old and new 
customers with attractive 
earcards, 

Transportation Advertising 
in Cleveland is handled by 


Mitchell, McCandless 
& Klaus 
Mutual Transportation 
Advertising, Inc., 
National Representatives 


Advertising Age, January 29, 1951 


‘Export Trade & Shipper’ Lists Total ‘50 
Export Ad Linage, Top Export Ad Agencies 


New York, Jan. 22—A total of 
945 advertising agencies in 1950 
placed 19,578 pages of advertising 
in 62 American business papers 
and general magazines which are 
circulated abroad. 

These figures were announced 
today in the 15th annual export ad- 
vertising number of Export Trade 
& Shipper. The magazine estimated 
the dollar volume of the adver- 
tising at “substantially above $7,- 
000,000.” 

The '50 figures represent gains 
over 1949—when 914 agencies 
placed 19,205 pages of advertising, 
with the total expenditure for 
space estimated at around $6,000,- 
000. The peak year, however, was 


—a gain of 590 pages over its 1949 
total. In the runner-up slot was 
Irwin Vladimir & Co., with 824 
pages, as compared with a 1949 
total of 794.5 pages. Second place 
was an unusual spot for Vladimir 
which, until this year, had finished 
on top annually since 1940, when 
Export Trade first began its 
survey. 


ws In listing. the total number of 
pages placed by agencies, the 
magazine said that this was con- 
siderably less than the total 
number of advertising pages car- 
ried by the 62 reporting publica- 
tions. “A considerable number of 
exporters place their advertising 


1947, when 970 agencies placed | direct, without using the services 


21,512 pages. Export Trade 
Shipper made no estimate of the 
dollar volume for that year. 


The agency placing the largest Year 


number of pages in 1950 was J. 


Walter Thompson Co., with 1,373 | 1 


&| of agencies,” 


Starr & Borden Avenues, Long 


PARADISE MARKET < 


wantep: An Adventurer 


somebody who can use it and buy 


WE want a certain kind of man to sell displays. 

To his friends and his business associates, he 
will be a successful salesman. To himself, he will 
always be an adventurer... finding adventure in 
people’s minds. 

He is insatiably interested in people, as well as 
incurably curious about what makes them tick. 

He is able to see, and make others see, sales 
opportunities in ordinary instincts and routine 
habits. He watches and wonders about whatever 
interests people ... in the streets, in shop windows, 
bus stations, movie houses, supermarkets... why 
they stop, look, listen, smile, frown, buy. 

The way a woman opens a purse or a package 
of cigarettes, picks up some items and passes over 
others in a self-service store, shops for cosmetics 

. the preterences of men in menus and reading 
and 
. What the tired chain store clerk 


matter, in bars and barber shops, in scarves 
shaving creams. . 
or gas station attendant doesn’t say... fads and 
fashions, hit songs, slang, tones of voice, popular 
attitudes... he observes and remembers, finds in 


them rich suggestions for better selling ideas. 


Because our business is not just the getting 
of orders, not mere traffic in paper, board, ink... 
but the incubation and interchange of ideas which 
influence people to somebody's profit — including 
the adventurer’s! 

The man we require is first, a self-stimulated 
salesman who can develop a selling idea into an 


effective store display ... and bring his idea to 


New York 


Island City, 


it. He must 
have a record of successful selling experience in 
art, photography, graphic reproduction, printing, 
merchandising or advertising. 

We don’t want the routine salesman who relies 
on organization, makes calls and reports, stops his 
working and thinking at five o'clock. 

With us, this man will be the master of his 
own time and efforts. He need not observe office 
hours, write call reports, or work by the book. 
but 
will be able to develop his own list; have a wide 


He will get a minimum list of accounts... 


enough acquaintance among businesses he knows 
something about. He will not work in a territory, 
but can travel wherever his prospects warrant. 
He will be supported by a good company with 
a reputation for effective displays, with full office 
services, and creative facilities of a high order. 
His earnings will be based on commissions on 
business produced, but we will match his time 
for an adequate period with a liberal drawing 
account, travel expenses, and full cooperation. 
This offer is a real opportunity for the right 
man to go in business for himself... and build 
an income with a virtually unlimited ceiling. 
Al this time we are particularly interested in 
representation in Chicago. 


Ir THIS advertisement suggests an interesting 
scope for your abilities, send us a letter which 
does not spare the details. 

Your confidence will be fully respected. 


EINSON-FREEMAN CO., ixc.* Adventurous Lithographers 


it explained. 


Year by year results of the 
survey: 
Pages Agencies 
1940 3.600 351 
| 1941 4,579 402 
942 . 5,455 405 
1943 8,282 383 
1944 . ar 410 
1945 . 18,141 709 
1946 . 19,723 . 845 
1947... 21,512 .. .970 
1948 . 19,935 .. .900 
1949 . rere 914 
| 1950 .. EE Seenscoveseued 945 


U. S. Takes Depositions 
in Times-Picayune Suit 

The U. S. has finished taking 
testimony from officials of the 
Times-Picayune Publishing Co., 
New Orleans, for use in a Justice 
Department anti-trust suit against 


the company (AA, Oct. 4). 


The government has asked the 
injunction to restrain the publish- 
ing company from using unit ad- 
vertising contracts for the Times- 
Picayune and New Orleans States 
pending a final disposition of the 
suit. 


Financial PR Group Elects 


Clarence L. Stillwill, director of 
public relations for the Ninth Fed- 
eral Savings & Loan Assn., New 
York, has been elected president 
of the New York Financial Adver- 
tisers Assn. Other officers are: Ist 
vice-president, John H. Roberts, 
South Brooklyn Savings Bank; 2nd 
vice-president, Richard Meyer, 
Wall Street Journal; secretary, 
Isabelle B. Murray, Hudson Adver- 
tising Agency, and treasurer, Rob- 
ert J. Stiehl, Banking Magazine. 


NBC Promotes Sarnoff 


Robert W. Sarnoff, formerly 
manager of program sales for Na- 
tional Broadcasting Co. television, 
has been appointed director of 
NBC unit productions, and will 
coordinate the several production 
units now functioning. Ruddick 
C. Lawrence, director of sales de- 
velopment, has added supervision 
of television program sales to his 
duties. 


Frank Griswold Appointed 


Frank B. Griswold, advertising 
| director of the Chicago Journal of 
| Commerce for the past 18 years, 
| has been appointed Pacific ‘Coast 
advertising manager of the Wall 
Street Journal, which recently pur- 
chased the Chicago daily 


Appoints Remington Agency 

Hartford Steam Boiler Inspec- 
tion & Insurance Co., Hartford, has 
named Wm. B. Remington Inc., 
Springfield, Mass., to direct its ad- 
vertising. 


OUR PROCESS 


ON DUPLICATE COLOR PRINTS 


Our celer centre! method enables us te copy 
| your original color prints, retaining al! 

| coler and detail in the original, with such 
PS that retouching on the duplicate is 


Nationa! advertisers find eur process makes 
big savings in time and retouching costs, 
when duplicates are needed for offset ec let- 
tecpress plates or when re-proportioning of 

= be prints is mecessary. 
ntee satisfaction OR YOUR 


MONEY “BACK. Write for FREE sample 
prices 
CHAS. W. el ————w 
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IN 1950 THE 


CHICAGO DAILY 
AGAIN 


in Retai 
F in General 
in Total 


GROCERY ADVERTISIN 


AMONG CHICAGO NEWSPAPERS 


the Score 


TOTAL GROCERY ADVERTISING PLACED IN CHICAGO 
NEWSPAPERS DURING THE YEAR 1950 
RETAIL GENERAL TOTAL® PER CENT 
TAEUNE WES LeeeeIs 2198390 222% a — 4 
DAILY . ; _ 
SUNDAY TRIBUNE 158.121 514.779 672.900 | 6.8% In 1950 the Daily News Printed 784,299 
-AMERICAN 1162147 S440 2.006957 02. in Beis. 

SUNDAY HERALD-AMERICAN _ 4 % 

SUNDAY SUN-TIMES .. ; 4.7 1 4 * ; 
£243,503 $670.28 9.913.787 100.0% _ Than Any Other Chicago ‘Daily 

“kaquor Linage Omited Source Medio Records 3 


CHICAGO DAILY NEWS 


For 76 Years Chicago's HOME Newspaper 
JOHN 8S. KNIGHT, Publisher 
DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 


* NEW YORK OFFICE: 9 Rockefeller Plaza 
* DETROIT OFFICE: Free Press Building 


* MIAMI BEACH: Southern Publications, 420 Lincoln Road 
* LOS ANGELES OFFICE: Story, Brooks & Finley Inc., 624 Guaranty Bidg. 


_ Jf ? eS Rt Saree ja a ee on 1 —. oe eas Eat i se Ft ae : one co See Bs ie at 
Ye aga! mee ag ee. a ie. ix, Se See st ws E ley | See inate Pe 
eee, eee oe ee ete ra 2 rn Pa ue iV | ee ae ae, ; age es ea 
in OB 2 a . - a g + -y z = Pa. fe 
: Poi ut « 
Be ig 
honk a 
ee. 
Pa; 
ae 
oe oe 
\ te gee 
Te 
\e A ae 
| \ ous ie 
| ge H eS Ted 
oon eee ae) — eae os 
| , ; : ‘ee 
| * fr a@ %,\ 3 ‘ < ; doy, 
| ‘5 \ a." ae 
7a A : Br 
| aa = cue 
| = = pee A 
; i, 
| ‘&ae 
oom 
| ee. 
| tale 
tet om 
| ns 
| oie 
at}. 
ie i 
i Ry ‘ 
Winee § 
Ske 
Be So 
‘ haa 3 
Oe 
ys al 
A as 
wee 
- Rs eh, 
Foe iE 
eh € ‘bd 
petrol 
Ge 
St 
sd ¥ 
ee ee 
A Bo 
me 
See 
es 
4 wo 
4 hs 
| % = ‘ 
| * : in es 
| 7 ; ae 
\. % i 2 
iis 
* ss. vig 
i % 
| oh 
Rie! x: 
oe Api 
eh, 
Seite 
: os 
sae 
«a 
\ ey aa 
\ ' 3 ee 
I | $2 
poe 
| = 
) eo 
ate 
' yee 
! i 
res 
i Shee 
a ee 
Ps. 
| a 
<s 
q 2 
aN * 
ik 
Os 
Mieke 
a ie 
ear ia 
: Re 
Pin Vs 
Mer ia 
eee 
i f > 
bt eS, 
, | aie ig 
| at 
' GD Ry 
: a a 
¢: wa 
3 i 
: : _ Sunday d =a 
ea I % sj 7,’ o44 
i Fs 30, = ag ee ‘ v : yy 
BA , 
< -" A 
ee a 
ae 
‘iv. 
aah eles: 
. eet 
hoe. 
he 
se 
ie el 
ae 
, . oo aa 
- aaa 
" | . ery) 
, . ; : ote 
> eae ae ce : oy fas + ee J ole ae - oie eee > ae : a - yt ee age 
ee 3 pe ee se . a : ec on ae fo38 i : a a gtr << 2 Be oS ae eS 
ose, ele ie eee te: oho? ee err a 


Sherwin-Williams 
Paint, Color Guides 
in $3,000,000 Drive 


CLEVELAND, Jan. 24—Sherwin- 
Williams Co. will spend more than 
$3,000,000 this year to promote its 
products and the new edition of 
the Sherwin-Williams Paint and 
Color Style Guide and Style Guide 
Companion, according to C. F. Toll, 
manager of national advertising 
and publicity. 

The media campaign, staggered 
March through May, will empha- 
size the Style Guide and Com- 
panion in the shelter group maga- 
zines, and S-W products in other 
media. Space ranges from half 
pages to full-color pages. 

The complete consumer schedule | 
Fuller & Smith & Ross| 
includes: American Home, Better | 
Homes & Gardens, Country Gentle- 
man, Good Housekeeping, House 
& Garden, House Beautiful, Life, 
Living for Young Homemakers, 
Metropolitan Group, Parade, The 
Saturday Evening Post and Sunset. 


placed by 


e The fourth edition of the Style 
Guide—tfirst since World War I— 
cost $15.50 per copy and has an 
initial print order of 75,000, allow- 
ing for an average distribution of 
five copies per dealer. A lending 
service will enable the consumer 
t@ take the book home for a few 
days, along with the Style Guide 
Companion 

Compiled by Ray H. Hookway, 
im album form, the Style Guide 
ig termed an.excellent piece of art 
Work, accentuating the effect of 
harmonious color combinations, 
rather than paint products, through 
1@0 poster-size (18” x 16”) pages. 
The Companion, designed to aug- 
ment the Style Guide, tabulates 
198 basic paint colors, plus color 
c@mbinations, available by mixing 
standard units of paint. 


Panel of Floor Covering 
Executives Scheduled 

A panel of outstanding industry 
@Zecutives will be the feature of 
the annual Western Floor Covering 


Ipdustry dinner at the Western 
Winter Market, Feb. 5, at the 
Western Merchandise Mart, San 
F¥ancisco. 


On the panel will be Joseph H 
MeFarland, vice-president and 
general sales manager of James 
L@es & Sons Co.; Francis I. Mona- 
han vice-president in charge of 
sales of Mohawk Carpet Mills Inc.; 
Steele L. Winterer, president of A 


Gas Group Names Bissell 

R. A. Bissell, sales promotion 
manager of Bryant heater division 
of Affiliated Gas Equipment Inc., 
Cleveland, has been appointed sales 
promotion chairman of the gas 
water heater division of the Gas 
Appliance Manufacturers Assn. 


Sunshine Promotes Kerwin 
Edward W. Kerwin has been 
named vice-president in charge of 
distribution of Sunshine Biscuits 
Inc., Long Island City, N. Y. He 
joined the company in 1926. 


Newspaper Group Names Neill 

Eugene R. Neill has been named 
secretary-manager of the Pacific 
Northwest Newspaper Assn., with 


offices in Portland, Ore. He suc- 
ceeds D. S. Haines, who has re- 
signed to handle labor relations 


matters for Portland newspapers. 


Joins Brisacher, Wheeler 

John H. Butler has been named 
radio and television producer of 
Brisacher, Wheeler & Staff, San 
Francisco. He was formerly with 
Buchanan & Co 


Short Names William Pyle 


William Pyle, formerly advertis- 
ing manager of Fred Meyer Inc., 
chain of stores in Oregon, has been 
named production manager of Hal 
Short & Co., Portland, Ore., agen- 
cy. 


Lithographer Names Murphy 

Stuart Murphy has been ap- 
pointed vice-president in charge of 
sales of Tri-State Lithographers 
Inc., Cincinnati. He had been doing 
sales promotion work for Sorg Pa- 
per Co., Middletown, O. 
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Names Stubbs & Montgomery 


Stubbs & Montgomery, Chicago, 
has been named to handle the ad- 
vertising, public relations and pub- 
licity of Tie-Tie products, division 
of Chicago Printed String Co. Plans 
call for the use of magazines, trade 
publications, newspapers, televi- 
sion and point of sale material. 


Grayline Names Meltzer 
Richard N. Meltzer Advertising 
Inc., San Francisco, has been ap- 
pointed to direct the advertising of 
Grayline Inc., San Francisco. 


& M. Karagheusian Inc.; 
Ashcroft, director of research and 
development, Alexander Smith & 
Sons Carpet Co.; E. H. Bryant, as- 
sistant manager of the floor divi- 
sion of Armstrong Cork Co., and 
Houlder Hudgins, president of 
Sloane-Blabon Corp 


Appoints Charles Schafer 


Charles Schafer has been named | 


assistant advertising director of the 
California Spray-Chemical Corp., 
Richmond, Cal. He formerly was 
director of public relations of Bri- 
sacher, Wheeler & Staff, San Fran- 


cisco 


This new, n0n-breckable 


plostic TELE-REST 1s s0 easy 


to install, x0 convenient to 
wee Doubles phone pleo 
sure ond doubles your efficiency to write orders, 
check records, for your two hands can be busy 
while you talk naturally and pleasantly with your 
porty TELE-REST is adjustable, fits either ear per 
fectly. Hundreds of thousands in use by top execu 
tives and individuals. In the office, in the home 
TELE-REST your telephone with success. Sold on a 
money-back guarantee. Test TELE-REST for One 
Week if you are not hoppy, return it and your 
purchase price will be cheerfully refunded. For 


pai ' ds he u nd 
fcrack, money order) or we wil end $ POS 
HANDY GABBY, Dept. A 


lohec 

TELE-REST C.O.0. Order no 

510 N. Dearborn St, Chicago 10, Illinois 
a 


— 


A. G. “ ‘ ; 
4 | This one is a tobacco leaf, enlarged 20 times. 


And tobacco is just one of the big variety of crops 
that make it so good for Pennsylvania farmers— 
and for you! For, it’s all these crops—buckwheat 
(Pennsylvania is top producer), eggs (Penn- 
sylvania’s second) and dozens more—that give 
them such strong, steady income through the 
year as well as through the years. 


| 


-. ITS ANOTHER REASON 


§ PENNSYLVA 
FARMER 


Comsshdared oth PENNSYLVANIA STOCKMAM sod FARMER 


Pa ES ye a 


Michigan Farmer 
East Lansing 


‘ ede ag ; 
Ch 


PENNSYLVANIA FARMERS’ INCOME IS SO STEADY! 


You're a good guesser if you get this. For, even 
when you know it’s a Pennsylvania farm crop, 
there's still plenty of room for gosh-hard guess- 
ing—so many farm crops has Pennsylvania. 


your plans! 


GAN FARMER. 


& 


£ 


Harrisburg 


The Ohio Farmer 


Cleveland 


sit? 


A River View from the Air ? T-Bone Steak, Medium Rare ? 


Pennsylvania farmers are steady another way 
—in their reading of PENNSYLVANIA 
FARMER-—the one farm paper that reaches 7 out 
of 10 farm folks twice a month. It belongs in 


Few top-third states can offer you the steady 
prospect for farm sales like Pennsylvania. Two 
other states that do are Ohio and Michigan 
served by THE OHIO FARMER and MICHI- 


For further information write T1013 Rock- 
well Avenue, Cleveland 14, Ohio. 
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]. C. Hall Names Loring 

C. Parker Loring, recently with 
Rand Avery-Gordon Taylor, Bos- 
ton, has been named vice-presi- 
dent in charge of sales of J. C. 
Hall Co., Pawtucket, R. L, bank 
stationer, lithographer and print- 
er. 


Appoints Rumrill Agency 

Fasco Industries, Rochester, N. 
Y., manufacturer of fans and mo- 
tors, has appointed Charles L. 
Rumrill & Co., Rochester, as its 
agency. 


Four Appoint Stein Agency 

Stein Advertising Studios, New 
York, has been named to handle 
advertising of Direct Reproduction 
Corp., vinyl film; Marac Machin- 
ery Corp., lithographers’ machin- 
ery; Roubechez Inc., essential oils, 
and Stephen Products, plastic jew- 
elry. 


Cox Agency Appoints Ward 

Richard D. Ward has been ap- 
pointed an account executive of 
Cox Advertising Agency, Colum- 
bia, S. C. 


Appoints Foulke Agency 
Ministers Life & Casualty Union, 

Minneapolis, has placed its adver- 

tising with Foulke Agency, Minne- 


apolis. Its various forms of in- 
surance will be advertised in trade 
and consumer publications, and by 
direct mail. 


Howell Joins Dyna-Graphic 

Richard Howell, president of 
Richard Howell Exhibits Inc., has 
joined Dyna-Graphic Displays, 
Brooklyn, as vice-president in 
charge of sales and design 


Two-Thirds Want Price Control, One-Third 
Wage Control, Psychological Corp. Says 


New York, Jan. 22—On the sub- 
ject of prices and inflation the pub- 
lic’s thinking quite different 
from that of the federal govern- 
ment’s wage stabilization board, 
according to a recent survey con- 
ducted by the Psychological Corp 


is 


The study found that 65% fa- 
vored price control; 32%  fa- 
vored wage control; 22% believed 


x. 


} 


non-military expenses should be 
cut; and 11% favored increasing 
taxes. Some people mentioned more 
than one, which accounts for the 
total percentage being more than 
100 

“Obviously, the public is more 
concerned with the treatment of 
the symptoms of inflation than the 
removal of the causes,” the Psy- 
chological Corp. observes in com- 
menting on its findings. “The an- 
swers show little recognition of the 
necessity for sacrifices in building 
up the country’s defenses. 

“This may be due in part to the 
policies followed during World 
War II, when the big emphasis was 
on government borrowing and the 
sale of government bonds. Also, on 
the policy of raising wages as fast 
as the cost of living went up, thus 
making sacrifices unnecessary.” 


Promotions Adds Services 


Promotions Inc., Chicago, has 
added copywriting and media de- 
partments to its established art and 
production services. New accounts 
taking advantage of the services 
are: Video-Tronics Inc., Braun 
Mfg. Co., Flexo Machines Co. and 
Emergency Aids Co., all of Chi- 
cago. 


Ecko Sets Up New Division 

Ekco Products Co., Chicago, will 
establish a new division this mogth 
to consolidate sales and manuf@c- 
turing of all its lines of stainless 
stee] flatware. The division, towbe 
called Diamond Silversmiths lL . 
will be headed by General Safes 
Manager Julian Falk 


Schneider Names Cohon V. P, 


Herbert W. Cohon, head of fhe 
new business department of Joseph 
P. Schneider Inc., New York, Bas 
been named a _ vice-president Sof 
the agency. His responsibilities will 
include planning and administf- 
tive duties. He also will serve Bs 
an account executive. % 


: 


Jenkins Names Hobbs V.P. — 
Ralph W. Hobbs, formerly with 
Melamed-Hobbs Inc., has bé@@n 
named vice-president in chargejof 
business promotion of Ray ©. 
Jenkins Advertising Agency, Min- 
neapolis, effective Feb. 1. : 


John Flynn Joins Federal =~ 
John M. Flynn, formerly with 
Huber Hoge & Sons, has joined 
Federal Advertising Agency, Néw 
York, as an account executive. 


SEND TODAY FOR 
VALUABLE FOLDER, 

“The Armed Forces Stores Retail Mar- 
ket . . . what it is . . . how to sell it’. 
FIND OUT HOW YOU 

CAN REACH THE BIG 
$1,500,000,000 

ARMED FORCES MARKET 
FOR CONSUMER GOODS 
THROUGH 


“POST EXCHANGE” 


The Magozine of Merchandising to the Armed 


Forces 
9 East 45th Street New York 17 


Atienta + Chicago + Los Angeles + Sen Francisco 
Boston 
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The Ad's the Thing, Says Summary 
of 138 Newspaper Reading Studies 


Comparison Covering 11 
Years Shows Upswing 
in Men‘s Readership 


New York, Jan. 26—Most im- 
portant factor influencing the read- 
newspaper advertise- 
ad itself—that is, what 
i rather than its size or 
its position in a newspaper 

This is indicated in a “138-Study 
Summary of the Continuing Study 
of Newspaper Reading,” published 
this week by the Advertising Re- 
earch Foundation in cooperation 
with the Bureau of Advertising, 
American Newspaper Publishers 
Assn 

The 64-page summary “presents 
for the first time satisfactorily 
readership patterns” 
(July, 1939, through 
December, 1941), wartime (Jan- 
uary, 1942, through December, 
1945) and postwar (January, 1946, 
through April, 1950). 

In addition, the summary pre- 
sents an over-all picture of the 
readership of advertising and edi- 
torial content for all 138 U.S. and 
Canadian newspapers examined 
@uring an !1-year period. 


@ A comparison of advertising 
feadership during prewar, wartime 
@md postwar years shows an up- 
Swing in men’s readership during 
the postwar period. It also reveals 
that women’s readership of news- 
Paper ads is continuing at a high 
level 

“Postwar medians recorded for 
men’s reading of all advertising 
departments range from one to five 
percentage points above the cor- 


ership of a 
ment is the 
s in the ad 


comparable 


for prewar 


résponding medians for all 138 
Studies. In all but one instance, 


their postwar medians are higher 
than the corresponding figures for 
prewar and wartime studies 

“In all but two cases, women’s 
postwar medians for advertising 
readership equal or exceed corre- 

ymding averages for all 138 stu- 

s. A comparison of postwar with 
pFewar and wartime medians re- 
flects a similar picture,” the sum- 
Mary states 


e A section of the report devoted 
to reading by occupational groups 
shows that advertising registers 
more heavily with skilled and un- 
skilled workers than with busi- 
ness and professional and salaried 
people 

All advertising departments (dis- 


play, national, local, department 
store, classified, and amusement) 
draw a greater proportion of men 


readers in the skilled and unskilled 
groups than in the other two cate- 
gories. A similar pattern appears 
for women with a lone exception: 
in the salaried and unskilled groups 
identical figures are shown for 
reading department store adver- 
tising 
‘The size of a city,”’ the report 
says, “seems to have little signifi- 
cant effect on the per cent of peo- 
who read any newspaper ad- 
—-with the exception of 
Men's average reader- 


ple 
vertising 
classified 


WHAT’ 5 GOING ON? 


Manufacturers and their advertising 
agencies are using this inexpensive 
chipping service for collecting editorial 
publicity, for making research and 
market studies, for maintaining com- 
petitive advertising files and for de- 
veloping sales prospects on certain 
types of products and services. 

Ask tor New Booklet No. 50 
“Magazine Clippings Aid Business” 


BACON'S CLIPPING BUREAU 
Business Popers @ Farm Publications 
Consumer Magarines 


343 So. Dearborn St., Chicago 4 


ship of classified ads rises 31 per- 
centage points as the size of the 
city decreases; among women a 
similar rise of 40 percentage points 
occurs as the city size shrinks.” 


s According to the summary, there 
is no significant difference in the 
average readership of the first 
and second sections of a newspa- 
per, nor in the attention given to 
right and left hand pages. “The 
very slight difference which does 
exist is in favor of left hand 
pages.” 


Scores of 4,240 national ads (70 
lines and over), the summary said, 
show a wide variation in range of 
readership in each size group and 
every product or service category. 
“This indicates strongly that the 
most important factor influencing 
readership is the ad itself,” the 
study says. 

Medians for the 138 newspaper 
studies indicate that 54% of the 
men and 60% of the women read 
national advertising. 


@ The all-study national leader 
among men is a Wartime institu- 
tional type ad which the Milwau- 
kee Journal ran in the Cincinnati 
Times-Star in December, 1943. The 
ad, which scored 73%, was dramat- 
ically illustrated and dealt with 


veterans’ rehabilitation problems. 

The women’s all-study national 
leader is a postwar selling ad for 
Folger’s coffee. The ad, in color, 
was carried in a February, 1949, 
issue of the Houston Post and 
scored 73% 

Topping the men’s all-study list 
of highest scoring local ads is a 
prewar building supplies ad for 
Dick Pender which appeared in the 
Johnstown Tribune in August, 
1940. It scored 86%. Heading the 
women’s list of leading local ads 
is a full-page display for Speare 
Brothers department store carried 
on the back page of the Tribune, 
Chester, Pa., in November, 1949 
It tallied 93% 


es The summary shows that, on the 


Advertising Age, January 29, 1951 


average, men tend to prefer front- 
page national and world news. 
Women, on the other hand, favor 
local stories and will shop through 
the inside pages of a newspaper for 
news items with an appeal for 
them. 

Similar trends are reported for 
prewar and wartime years. But a 
different pattern emerges for the 
postwar years, up to the start of 
Korean hostilities. From the end 
of World War II until the begin- 
ning of the fight in Korea, there 
was a marked trend among men 
to pay more attention to local 
news than they had in either pre- 
war or wartime periods. 

Moreover, the summary reveals 
that the readership of outstanding 
ads compares favorably with that 


GOVERNMENT, MILITARY, AND 


oe 


Shipyards, Ordnance Plants, 


Engineering — NE 


Industrial Cafeterias and Caterers 


~~ i 
Hotels and Motels % 


Your Products Urgently Needed for Operation 


Facilities of all Civilian Institutions Vital to Defense Preparation 


Hotels, hospitals, colleges, industrial cafeterias, restaurants, transportation systems . . . 


all segments of the mass- 


feeding, mass-housing industry are called upon for greatly expanded services in a period of national emergency. 


Institutions Operate at Capacity Level 


A review of conditions in American institutions in the years prior to and during World War II reveals that all 


institutions were called upon to feed and house greater numbers than ever before. 


eating and sleeping away trom home, because of war-time demands. 


Your Products Needed by Essential Institutions 


Institutions are again serving the nation with heavy demands upon all their facilities. Their requirements of equip- 


ment, maintenance supplies and food products must be met. 
institutions to fulfill their role in national detense 


for institutions! 


| MIKES prove Quick way 19 


In 1951, 


CONSULT YOUR 
ADVERTISING AGENCY 


The present detense economy will make necessary the re-aligning of essen- 
tial markets and methods of selling and distributing your products to them. 
Your advertising agency has pertinent data on why the mass-feeding, 
mass-housing field will be needing your products in 1951. 


This is vital for their continued services . 
more than ever before, your products are essential 


More people were traveling, 
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of top-notch news stories. 


Media Men Name Ofticers 


David J. Wasko, Donahue & Coe, 
@ The summary, based on exami- has been elected president of the 
nations of 138 papers with a com- Media Men's Assn. of New York 
bined circulation of more than 11,- £F 1951. Other — officers — 
000,000, required the tabulation of James Daly, Geyer, Now aS a 
a . ger, Ist vice-president; Hugh John- 
62,487 interviews and analysis of son, Kudner Agency, 2nd vice- 
the readership of 4,460 newspaper president; Paul Danielson, Paris & 
pages. The surveyed papers range Peart, secretary, and Cris Kelly, 
in size from 16 to 96 pages, and in Cunningham & Walsh, treasurer. 
circulation from 8,570 to 635,346. 
aie ; Lowd Forms Ad-Nov-Co. 
Readership of more than 4,240 canal Gael tee Gent Bil 
ov-Co., Scranton Arcade, Clear- 
water, Fla., specializing in original- 
ly designed advertising layouts 


national and 6,057 local ads of 70 N 
lines and over are covered in the 
summary. Also measured are 17,- 


887 general news stories and 3,188 The company will produce im- 
news pictures. prints of plastic, metal, leather 
and other materials. Mr. Lowd’s 


Field work and tabulations for 
the study were done by Publica- 
tion Service of Chicago. 


| partner is Robert H. Johnson. Bob 
Cook has been made the company 
| artist. 


Top Ten Network TV 


Spenders 
Gross Billings* 
November, 1950 


Source: Publishers’ Information 
Bureau 
1. Ford Motor Co. $225,338 
2. Anchor-Hocking Glass Corp. 217,593 
3. R. J. Reynolds Tobacco Co 188.945 
4. General Foods Corp. 173,720 
5. P. Lorillard Co 165.180 
6. Chrysler Corp 161,970 
7. National Dairy Products Corp 154.795 
8. Liggett & Myers Tobacco Co. 150,515 
9. Philco Corp 147,664 


10. Colgate-Paimolive-Peet Co. 
*Includes time expenditures only for all network 
programs except those on DuMont. 


Sylvania Names Clay 
William H. Clay, formerly east- 
ern promotion manager of Gillette 


Safety Razor Co., has been named 
to the newly created post of field 
promotion manager for the light- 
ing division of Sylvania Electric 
Products Inc. He will be responsi- 
ble for national promotion of sales 
to the drug trade. 


‘Park East’ Ups Rates 

Park East will increase its b&w 
page rate from $400 to $500, ef- 
fective with the September issue. 
The magazine is now guaranteeing 
40,000 paid circulation as com- 
pared with 10,000 last September 


Appoints Rumrill Agency 

Rochester Laboratories Inc., 
Rochester, N. Y., photo finisher, 
has named Charles L. Rumrill & 
Co., Rochester, to handle its ad- 
vertising. 


CIVILIAN INSTITUTIONS... 
' aa War-Time Economy! 


WAY TO VARIETY 


MIXES PROVE QUICK 


poem Oemanss ter Baber 
Hew te Rely am Mines ter © Quad & 


PREPARE TO SERVE NATION 


~Fonoanl| Follow Seven-Step Program to 
plonmr’ | Alleviate Labor-Dearth Stresses 


Forecast Fai 
For Bu:iding 
Outlook in 5! 


Assure Stable Food Future 
With Precautionary Planning 


» 


TY : 
\, Hospitals, Veterans Administration," 
and Sanitariums 


of GOVERNMENT aad CIVILIAN Yectitutions / 


Government and Civilian Institutions Require Same Products 


Government and military Procurement Agencies are purchasing in large volumes the same products that are used by civilian 
institutions. Invitations to bid are being issued each day for quantities of food products, maintenance supplies, food service 
equipment, building products, furnishings and thousands of items necessary for the operation of government and military 


services. 


Key Purchasing Factors Reached by INSTITUTIONS Publications 
INSTITUTIONS Publications are used by the key purchasing and specifying offices of all branches of the government and 
military services. Advertisers in INSTITUTIONS Magazine and INSTITUTIONS Catalog Directory receive as a special 
additional service, a weekly bulletin via air mail of products required by the government. INSTITUTIONS Publications is 
an officially designated Procurement Cooperation Agency of the U. S. Department of Commerce 


Government Buyers Must Be Sold 


Government purchasing agents must be sold in the same manner as civilian buying personnel 
product exists, its special uses and advantages, specifications and availability 
opportunity to put this information on these buyers’ desks each month through INSTITUTIONS Magazine . . 


material through INSTITUTIONS Catalog Directory. 


r They must know that your 
INSTITUTIONS Publications furnish you the 
. your catalog 


HOW TO SELL 
GOVERNMENT INSTITUTIONS 


A special booklet has been prepared in cooperation with 
various agencies of the government outlining procedures on 
“HOW TO SELL TO GOVERNMENT INSTITUTIONS.” 
A limited number of this helpful booklet is still available. 
A request on your letterhead will bring you your copy. 


1801 PRAIRIE AVENUE 


CHICAGO 16, ILLINOIS 


Prefab Association 
Plans ‘No Housing 
Shortage’ Promotion 


WASHINGTON, Jan. 23—Ability of 
the prefabricated housing industry 
to provide comfortable homes, fast 
and at minimum cost, will be 
stressed in an industry sponsored 
promotion campaign to begin in 
February 

Educational ads, sponsored by 
the Prefabricated Home Manufac- 


turers’ Institute, will be directed 
toward government and housing 
officials. 


Ads will appear in Time, U. S 
News & World Report, The Mag- 
azine of Building, and the Army, 
Navy and Air Force Journal. 

Theme of the campaign will be: 
“This time—there need be no 
housing shortage.” 


e Copy will stress the fact that pre- 
fabrication holds a practical, econ- 
omical answer to the critical hous- 
ing needs facing government, in- 
dustry and the armed forces in the 
months ahead. 

The association has 38 member 
firms throughout the U. S. and 
Canada, representing nearly all of 
those now engaged in the manu- 
facture of prefabricated housing. 
Olmsted & Foley, Minneapolis, is 
the advertising agency. 


Elects Lesnor President 

Alexander Lesnor, formérly 
sales manager for Carillon Jm- 
porters Ltd., New York, has Been 
elected president of the company, 
succeeding Abraham Rosenberg, 
who retains his post as membep of 
the board. Mr. Lesnor previotsly 
was Sales manager of the Schefiley 
import division. Carillon hantiles 
Grand Marner, Pernod and other 
liquors 


Robert Otto Adds Burton 


Gilbert L. Burton, formerly With 
Irwin Viadimir & Co., has joifed 
the staff of Robert Otto & €o., 
New York, international advegtis- 
ing agency, as assistant account @x- 
ecutive. Edith F. Hill, formerly 
with Allan Foster Associates, has 
been added to the creative depart- 
ment of the Otto agency. 


Oliver Names Donagher V. P. 


H, F. Donagher, manager of the 
export division of Oliver Catp., 
Chicago, farm and industrial Ma- 
chinery manufacturer, has been 
elected vice-president in chatge 
of export sales 


A BUSINESS MARKET 


WORTH DEVELOPING! 


Kiwanians as Executives 


60,849 Owners 

28,823 Partners 

30,024 Officers of Corporations 
28,023 Directors of Corporations 
27,823 Managers 

11,209 Branch Managers 

4,003 Department Heads 

3,602 Sales Managers 

3,203 Superintendents 

2,602 Assistant Managers 


Kiwanians as Employers 


70,857 employ | to 4 persons 
30,225 employ 5 to 9 persons 
32,226 employ 10 to 24 persons 
19,016 employ 25 to 49 persons 
10,408 employ 50 to 99 persons 
12,410 employ 100 to 499 persons 
1,001 employ 500 to 999 persons 
600 employ over 1,000 persons 


TOTAL CIRCULATION 201,400 


Deonie! Storch Readership Study and complete 
market information evoileble on request 


the KIWANIS magazine 


PUBLISHED 68 COMMUNITY LEADERS 


$20 N Michigan Ave Chicago 11) il 
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| DEALERS CHOICE 


AND THE FACTS OF LIFE 


In these pages, not long ago, the Publishers of LIFE claimed they were first 


in circulation, first in audience, first in advertising. 


So be it. 


But they also claimed they were first with retailers. And that just isn’t so. 
In the Dealers Choice, GOOD HOUSEKEEPING is first by a mile. 


Both Life and Good Housekeeping—as well as a 
number of other reputable journals—subscribe 
to a service prepared by the Advertising Checking 


Bureau, Inc. The Bureau, which has been in 


business since 1917 and is recognized as the au- 


thority in the field of measuring newspaper ad- 
vertising linage, submits a report to its subscribers 


each month.* 


This report shows the number of lines of news- 
paper advertising placed by retailers tieing in with 


products as advertised in certain magazines. The 


* Available on request. 


ee ee | eee Gees eae 


ip 


figures are carefully compiled by checking 
EVERY daily and Sunday newspaper in the coun- 
try—1,748 of them in 1,393 principal shopping 


areas, 


No national advertising is included; only adver- 
tising appearing over a dealer's name is counted. 
This is strictly a record of the Dealers Choice, for 
advertisers are interested only in how retailers 
support their magazine advertising. Retailers evi- 
dence this support by mentioning as a sales feature 


in their own local advertising the words “As 


| 


Advertised in Life” (and ofttimes Life’s 
symbol “Advertised in Life’) or “As Seen in 
McCall's” 


ing’. and many times by the use of Good House- 


media 
or “As Advertised in Good Housekeep- 


keeping’s media symbol, the Guaranty Seal. 


When a dealer spends his own money you can be 
pretty sure he is going to support only those mag- 


azine symbols which he knows will help him sell. 


The reports which Life and Good Housekeeping 
receive from ACB give exactly the same total 
figures for each magazine. Good Housekeeping 


distributes the figures just as they are received 
from the ACB. 


The report as Life distributes it is, alas, different 
in one key factor —they deduct from Good House- 
keeping’s figures all linage attributed to the use 
of the Guaranty Seal. This is how the two reports 


shape up (January through September 1950): 


ACB Linage 
ACB Linage as Reported 

as Reported by Good 

by Life Housekeeping 

Life 14,813,250 14,813,250 
Good Housekeeping 3,632,461 31,828,682 
Ladies’ Home Journal 1,157,897 1,157,897 
McCall's 927,537 927,537 
Woman‘sHomeCompanion 509,190 509,190 


The discrepancy of some 28,000,000 lines for 
Good Housekeeping in the Life figures arises be- 
cause Life chooses to exclude all Good Housekeep- 
ings linage which is attributed to Good House- 
keeping’s media symbol, the Guaranty Seal, while 
the figures Life quotes for itself apparently in- 
cludes all linage which is attributed to their own 


media symbol bearing the legend “Advertised in 


N 


oa @ 


Life”. 


Life report they tuck in a small footnote stating 


On the Good Housekeeping page in the 


that the Good Housekeeping linage attributed to 
the Guaranty Seal has been omitted, but they 


don't give the volume. 


If the Life media symbol is included by Life we 
believe the Good Housekeeping Guaranty Seal 


should be counted for Good Housekeeping. 


About a year ago we asked our friends at Life to 
set the record straight, and for a period they did, 
carefully listing the linage accredited to the Guar- 
anty Seal in a separate column. But this practice 
was dropped after a while, and now they are again 
reporting the figures as they seem to wish they 


were. 


We hope our friends at Life will confine their 
editing of available facts to their own lively pages. 
And, just for fun, we invite them and everyone 
to count the number of times the Good House- 
keeping Guaranty Seal, which Life considers in- 
significant, is reproduced on the expensive pages 


of their own good book. 
nt! 
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‘Howdy Doody,’ Other Martin Stone 
Properties Put Into New Corporation 


New York, Jan. 23—Kagran the Critics,” 
Corp., a new company financed by radio, TV 
a Wall Street group, has acquired rights to John Robert Powers, ™ é , 
the rights to “Howdy Doody,” one’ Sonja Henie, Peter Hunt, Jackie directors. He also will continue as 
account executive. 


of television’s most popular pup- Robinson and Willie and Millie 
WSGN Names ]. B. Roberts 


pets the Penguin. 
Martin Stone, program packager Leila E. B. Hadley, formerly 
J. B. Roberts, formerly promo- 
tion manager of the Times, Gads- 


and license agent for the show, has promotion director for Al Capp 

naam names aan rope ete “ Associates, has joined Kagran 4S den, Ala., and the News Tribune, 

Kagran Corp. “Howdy” continues publicity and promotion chief. Inez Rome, Ga., has been named to the 

as an NBC attraction Pierson, previously publicity di- sales staff of Station WSGN, Birm- 
Ownership of all Martin Stone rector for the fur trade of Canada, ingham, Ala. 

Associates’ TV properties, except- has been named fashion coordi- 


Hutchinson Promoted 

Charles F. Hutchinson, a vice- 
president and account executive of 
Chambers & Wiswell, Boston agen- 
cy, has been named executive vice- 
president and general manager and 
has been elected to the board of 


and merchandising, 
and motion picture 


: ing the Gabby Hayes show, of nator and merchandise director for Gets Rubber Goods Account 
; which Mr. Stone retains control, the company’s ready-to-wear sec- Pioneer Rubber Mills, San Fran- 
are transferred as a part of the tion. cisco, manufacturer of industrial 


| rubber goods, has placed its adver- 
| tising with Conley, Baltzer, Pettler 
& Steward, San Francisco. A trade 
campaign will be launched soon. 


deal. These include “Author Meets 


McCullough Joins Lamson 
James S. McCullough, formerly 
advertising and sales promotion 
manager of the Philadelphia divi- 
sion of Yale & Towne Mfg. Co., 
has been named sales promotion 
manager of Lamson Corp., Syra- 
cuse, N. Y. He joined the Lamson 
organization in 1927 and, in 1932, 
became its advertising manager. 


i SALES LETTERS ¥ 


Letters with “instantaneous appeal,” 
that beckon to be read, that impe! 
and sell. One series 24 years old 


eo bh * Wott ¥ 


Leo P. Bott, Jr., 64 E. Jackson, Chicago 


Joins Keenan & Eickelberg 

John Follansbee, formerly with 
the San Francisco Examiner, has 
joined the sales staff of Keenan & 


f 


| ers’ representative. 


" 
eer Peer 2 


and here’s why: 


233,012* people gathered together in ONE four- 
city unit known as “The Farm Implement Capitol 
Of The World.”’ (*1950 Census Preliminary Report) 


80th IN POPULATION 


over half (57%) on Illinois side 


68th IN RETAIL SALES 


ms over half (51%) on Illinois side 


54th IN BUYING POWER 


over half (55%) on Illinois side 


9th IN E.B.1. PER FAMILY 


(effective buying income) 


yr? 


M + Eetl 


The above statistics compiled from Sales gement E 
1950 Population and 1949 Retail Sales and Effective Buying Income 
(net dollors and per family) among 184 U. S. Metropolitan County Areas. 


ROCK ISLAND ARGus WHI 3F 


MOLINE DISPATCH 
that cover the ILLINOIS side 1000 WATTS asad ABC 
AM FM 


The newspapers 
where 57% of Quad-Cities population live. 
NAT'L. REP. AVERY KNODEL, INC. 


NAT'L. REP. THE ALLEN KLAPP CO. 


vg. 


Eickelber g, San Francisco publish- 
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cause a sudden flurry 


only pay the advertiser when 


the advertiser. 


’ 
rue ( Jhipmunk 
who found 


that business necessarily 


lay open the weaknesses 
analyzing its strengths 


fiably editorialize 


The Creative Uans Corner 


It is doubtful that this double-page spread of Gulf's will 
in the sale of its gasoline—or oil. 
And that brings up the question of whether advertising can 


It seems to The Corner that, 
tising that helps resolve the great confusion which seems to 
lie over the land like a vast fog is advertising that pays 


Presenting the case for the so-called 


people who eschew change solely 
insist on proof that it is change for 


must 
the most exciting editorial] articles are usually those that 
of the status quo,,. 
Advertising, 
which business can deliver its message, can therefore justi- 


This particular Gulf message, told in fable form, is a good 
ad of its kind, and The Corner feels business in general 
could well afford to sponsor more such messages. 


it sells a product. 


particularly now, any adver- 


“conservatives” —the 


(Complete Security 


for the sake of change but 
the better—is a job 
undertake. Unfortunately, 


without always 
the medium through 


Census Shows Cost 
of Neatness at $24 
Per Capita in ‘48 


WASHINGTON, Jan. 23—Keeping 
neat cost Americans more than 
$32 billion dollars in 1948, accord- 
ing to new business census totals 
for personal service  establish- 
ments. 

This represented $24 per capita. 

Greatest gain over 1939 was reg- 
istered by cleaning and dyeing 
plants, with receipts up from $182,- 
698,000 to $807,673,000. Laundries 
increased from $527,753,000 to $1,- 
257,987,000. 

Other increases were: pressing, 
alteration and repair shops from 
$153,254,000 to $365,661,000; barber 
and beauty shops from $481,271,000 
to $844,998,000 and shoe repair 
from $119,321,000 to $218,800,000. 


Appoints John Marriott 

John B. Marriott, who recently 
| resigned as secretary of Burton- 
| Rodgers Inc., Cincinnati advertis- 
| ing display company, has been ap- 
| pointed general administrative as- 
| sistant and account executive of 
| Soctbeat Presentation Inc., Cincin- 

nati. 


| Open Ad Art Service 
A new advertising art service 
has been formed at 353 Kearny St., 
San Francisco, by Roy Smith, Dick 
| Evans and Jack Doonan. 


| Kimball Names Browne V. P. 


Paul M. Browne has been named 
|a vice-president of Abbott Kim- 


| ball Co., San Francisco. 


Newhouse Group Hopes 
to Purchase KGW 


A Sarnuel I. Newhouse corpora- 
tion has applied to the FCC for 
permission to buy Station KGW, 
Portland, Ore., for $350,000. The 
corporation is Central New York 
Broadcasting Corp., which operates 
WSYR, WSYR-FM and WSYR-TV 


in Syracuse, N. Y. Mr. Newhouse 
recently bought the Oregonian, 
Portland. 


KGW is owned and operated by 
Pioneer Broadcasting Inc., an or- 
ganization set up by stockholders 
of the Oregonian Publishing Co. 
Ownership of KGW was trans- 
ferred from the Oregonian to the 
Pioneer Broadcasting Co. Dec. 6, 
1950, shortly before the newspaper 
was sold to Newhouse. 


Paper Concern’s Income Up 
Record net income was reported 
by the West Virginia Pulp & Pa- 
per Co. for the year ended Oct. 
31, 1950. Net income amounted to 
$12,262,000, David L. Luke Jr., 
president, reported in the compa- 
ny’s annual report issued last week. 
In the preceding year, net income 
was reported at $9,015,000. Pro- 
duction in 1950 reached 685,000 
tons of paper and paperboard com- 
pared with 642,700 tons in 1949. 
The company also sold $5,693,000 
of chemicals, compared with $5,- 
614,000 in 1949, Mr. Luke reported. 


FCC Promises Rate Probe 


The Federal Communications 

;Commission will investigate the 
| rates being charged by American 
Telephone & Telegraph Co. for in- 
ter-city relay of color television 
| programs. The color rates were 
| added to issues in a general relay 
}rate investigation already under 
| way. 


MATRIX COMPANY 


517. SOUTH 


JEFFERSON STREET, CHICAGO 7, 


ILLINOIS 
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Pick up the big jack in Chicago 


Pick it up like the retailers do—by advertising in The Chicago SUN- 
TIMES, the Newspaper That Moves The Goods! Of almost 16 
million lines of advertising carried by The SUN-TIMES in 1950, 
over 10 million were from retailers—proof that The SUN-TIMES 
gets day-in, day-out action at the local level where all sales are 
made. Added proof: Time and again in October, November and 
( December, space was not available in top-capacity, 96-page issues 


to accommodate all the advertising offered for publication. The 
SUN-TIMES does Move The Goods. Let it move yours! Total cir- 
culation, 614,687 average net paid daily. 


cH a Co 


SUN TIMES 


THE PICTURE NEWSPAPER 


211 W. Wacker Drive 250 Park Avenue 
Chicago 6 * ANdover 3-4800 New York 17 » PLaza 3-1103 
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Johnson Urges Vast 


1/3 Greater Personal 
: Income by ‘55 Possible 
But Advertising Is Key 


Cuicaco, Jan. 23—Americans 
must live one-third better within 
the next five years, and they def- 
initely can do so, Arno H. Johnson 

s told the Newspaper Advertising 


__NAEA Meeting __ 


Executives Assn. at their annual 
meeting yesterday. 

Marshaling a wealth of income 
figures, the vice-president and di- 
rector of media and research of J. 
Walter Thompson Co. presented as 
optimistic a picture of U. S. eco- 
nomic prospects has perhaps 
ever been outlined 

Certainly not since the nation 
$ embarked on its defense effort has 

such a staggering view of guns- 
and-butter possibilities been 
voiced. But Mr. Johnson stressed 


as 


that advances in the standard of 
sy living will not come at all unless 
a our productive capabilities are 
— utilized. 
Ag And they will not be utilized, 
—— the warned, unless demand is cre- 


ated through advertising and sell- 
ing 


@ “With only a minimum increase 
of 8% in production in 1951, for ex- 
ample, we can have over $40 billion 
for defense and increase our stand- 
rd of living at the same time,” he 
Baid 

“The opportunity exists for 
Americans to improve their stand- 
@rd of living by one-third within 


into glass. Size: 14” x 15”. 


panel and glass illuminated — Action simulates pouring of cocktail © 


ITPAYS TO ADVERTISE WITHA ; 


Economic Expansion 


the next five years and at the same 
time invest $200 billion, or $40 a 
year, in the security of a strong de- 
fense. Production in 1955 no great- 
er than the per capita rate proved 
possible in wartime 1944 would 
mean a gross national production 
of $350 billion, enough for expan- 
sion of civilian goods and serv- 
ices to $245 billion after ample al- 
lowance for defense, other govern- 
ment purchases and private invest- 
ment.” 


| both military 


accounted for less than 25% of na- 
tional advertising in 1949.” 


@ In 1950, Mr. Johnson said, we 
entered “the new conflict” with 
better productive equipment than 
in 1940, a much larger and better 
trained labor force and a much 
stronger financial position of both 
consumers and business. In 1946- 
50, $132 billion was spent for plant 
and equipment. 

To finance defense expenditures, 
it was stressed, the government 
must depend almost entirely upon 
earnings of individuals and corpor- 
ate business. These higher earnings 
must come from increased pro- 
duction of goods and services for 
and civilian con- 


| sumption. 


e Mr. Johnson urged the newspa- | 
per admen to forget any talk they 
hear of need for an “austerity” 
program in the emergency period | 
ahead. Similar predictions made 
right after Pearl Harbor were 
proved completely wrong in the 
last war, he pointed out, and post- | 
war changes rule them out entirely 
now. 

In 1944, he said, people were 
able to buy 24% more goods and | 
services than they did in 1940.) 
Even in durable goods, he ex-| 
plained, where the most extensive | 
conversion to war production took 
place, the amount available for 
civilian consumption declined only 
slightly. 

“In weighing the possible effect 
of war needs and shortages of | 
critical materials on the civilian 
standard of living,” he continued, 
“it should be noted that the dur- 
able goods classification represents 
a relatively small part of our total 
standard of living. In 1940 only 
11% of personal consumption ex- 
penditures were for durable goods, 
while in 1949 durable goods repre- 
sented only 13% of total consump- 
tion expenditures. Durable goods 
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No Eye Can Reject — : 
No Mind Can Forget . 
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“MUGH BLINE 3-DIMENSIONAL PLASTIC ° 
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: 

Eye Appeal : 

: . 

“WEUBLEIN'S Cid COCKTAILS. at Low Cos t . 
HEUBLEIN’S “Cocktails on the Rocks’ Animated 10-color Pouring e@| 
Cocktail Display with half-round plastic replica bottle. Plastic center ©) 


GOODMAN DISPLAY : 


We ore pioneers in the designing and manufacturing of plastic 3- 
dimensional point-of-purchase displays. Our all-under-one-roof policy 


But Mr. Johnson warned: “The 
full utilization of our proved pro- 
ductive ability can be maintained 
only if consumption meets and 
uses up the production. Creating 
the increased wants and the will- 


| ingness to work hard to satisfy 


them is an important function of 
advertising in our defense econo- 
my. 

“Newspapers both from their 
editorial function in education and 
influence of public opinion, and 
through the advertising they can 
carry to the mass market should 
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and above what would be needed 
to provide the necessities for a 
1940 standard of living ...Thus, a 
large pool of new bu,ing power 
will be available, needing guidance 
in selection of items that could im- 
prove the standard of living over 
the prewar level without interfer- 
ing with defense needs. Here ad- 
vertising and the educational in- 
fluence of newspapers should play 
an essential part.” 

By 1955, it was said, disposable 
personal income (at 1950 price 
levels) should reach $260 billion, 


AMERICA CAN SUPPORT OVER $350 BILLION 
OF PRODUCTION THROUGH INCREASED 
LIVING STANDARDS 
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OPPORTUNITY 
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play an important role in building 
this improving standard of living 
for Americans, a standard of living 
that should be a third higher to put 
our productivity into full gear and 
to finance a strong defense.” 


@ To reach the $350 billion pro- 
duction level by 1955, he said, 
would mean an increase of about 
3% per year over 1949 in product- 
ivity per capita, “which is not out 
of line with our past experience.” 

“But,” Mr. Johnson repeated, 
“even this minimum level of pro- 
duction and its accompanying in- 
crease in purchasing power, while 


assures you of the finest displays at 
practical cost. 

GOODMAN PLASTIC ICE CAKE DIS- 
PLAYS are proven soles stimulators. 
This famous, colorful display-piece 
measures 12” x 13°". 

Write for our FREE illustrated 
brochure NOW! 
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L. A. GOODMAN 


Manufacturing Company 
Designers and Manufacturers of 3-Dimensional Displays 
145 West 63rd Street, Chicago 21, Illinois 
eocccceceeeeeeeeccccececececececoecececoe discretionary buying power over 


® entirely possible of attainment, will 
® remain only a dream unless the 
© demand is created for the goods 
® and services we can produce. This 
demand cannot be legislated, or 
created by government deficits. It 
must come voluntarily through a 
change in the standard of living as 
a result of education and the crea- 
tion of new desires through adver- 
tising and selling.” 


@ He said that disposable personal 
income in 1951 should total $215 
even after a 25% increase in per- 
sonal taxes, “so the consuming 
public will have $114.3 billion of 


of which $105 billion would be 
needed for basic living standards 
on the 1940 scale and $155 billion 
would be available for additional 
discretionary spending—or more 
than six times as much as in 1940. 


@ The agency executive presented 
various figures to show that fam- 
ilies have moved up to higher in- 
come groups in recent years and 
then added: 

“Ordinarily, there is a lag in 
changes in the standard of living 
Families do not change their hous- 
ing, increase their life insurance, 
move to a better neighborhood, 
change their social habits or im- 
prove their educational level im- 
mediately with increases in in- 
come. Selling and advertising per- 
form an important educational 
function in this upward climb of 
living standards.” 

Mr. Johnson was specific and 
emphatic in describing the need 
for increased advertising. Mar- 
keting in an expanding economy, 
he said, will require greater 
emphasis on reaching and influ- 
encing the consumer 

“An accelerated shift from cus- 
tom selling to mass selling should 
focus greater consideration on ad- 
vertising and on the increased 
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1951 CONSUMER PURCHASING POWER 
CAN BE 62°. ABOVE 1940 
AND 5% ABOVE 1950 


share of the selling effort that ad- 
vertising might assume efficient- 
ly,” he emphasized. 


s “Actually, the share of the sell- 
ing budget devoted to influencing 
the consumer before entering the 
store has been even less than pre- 
war because other selling costs 
tended to increase more rapidly 
than advertising. Almost any man- 
ufacturer or distributor of con- 
sumer goods would find this true 
if he made a comparison of his 
1940 figures with his 1949 or 1950 
figures. .. 

“Increasing the share of the sell- 
ing effort directed to influencing 
the consumer through advertising 
could be an essential part of in- 
creasing efficiency of selling and 
marketing in a defense economy.” 


Drexel Furniture to Open 
Big Campaign Next Month 

Drexel Furniture Co., Drexel, 
N. C., next month will launch one 
of its heaviest national advertising 
campaigns in order to maintain its 
sales volume in spite of new credit 
restrictions. The campaign will in- 
clude three consecutive pages, 
featuring the Hampton Court col- 
lection of bedroom and dining 
room furniture, in the February 
issue of House & Garden, with an 
additional half page listing 149 
dealers. 

In March, the company has con- 
tracted for a color spread of the 
Travis Court collection in Today's 
Woman, with a listing of 236 deal- 
ers. This ad will be repeated in the 
April issue of Good Housekeeping. 
The campaign will be supple- 
mented by six additional color 
insertions in home and _ shelter 
magazines. John Falkner Arndt & 
Co., Philadelphia, is the agency. 


Sandura Sets Biggest Drive 


Sandura Co., Philadelphia, for 
its Sandran plastic wall and floor 


coverings, has scheduled its 
heaviest national ad campaign 
Full-color insertions will run, 


starting in February, in American 
Home, Better Homes & Gardens, 
Farm Journal, Good Housekeep- 
ing. Ladies’ Home Journal and 
Life. The company also has signed 
a three-year contract with Hopa- 
long Cassidy Enterprises Inc., 
under which Sandran will manu- 
facture floor coverings and 
wainscoting material featuring 
Hopalong characters. Supplement- 
ing the drive will be newspaper 
mats, direct mail and point of sale 
materials. John Falkner Arndt & 
Co., Philadelphia, is the agency. 


Giegengack to Electrographic 
Electrographic Corp., New York, 
has elected A. E. Giegengack, who 
from 1934 to 1948 served as Public 
Printer of the U. S., and more re- 
cently organized and managed the 
Sixth Educational Graphic Arts 
Exposition in Chicago, as vice- 
president and eastern sales mana- 
ger. He will make his headquarters 
at the corporation’s newly estab- 
lished New Haven Electrotype 
division, New Haven, Conn 


Philip Morris Expands 

Philip Morris & Co., New York, 
has added eight stations to the 
TV network carrying Ralph Ed- 
wards’ “Truth or Consequences,” 
making a total of 34 outlets. The 
program is televised over CBS 
Thursdays at 10 p.m., EST. Biow 
Co., New York, is the agency. 
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Network Gross Time Charges 


Source. PUBLISHERS INFORMATION BUREAU 


RADIO 

December December dan. -Dec. dan. -Dec. 
1 1949 1950 1949 
American Broadcasting Co. $ 2,752,288 $ 3,656,492 $ 35,124,625 $ 42,342,854 
Columbia Broadcasting System 6 544,490 5,774,939 70,744,669 63,403,583 
Mutual Broadcasting System 1,312,393 1,345,810 16,091,977 18,040,596 
National Broadcasting Co. 5,063,845 5,631,643 61,397,651 64,013,296 
Total $15,673,016 $16,408,884 $183, 358.922 $187,800, 329 

TELEVISION 
American Broadcasting Co. $ 1.140.464 $ 219,337 $ 6,470,510 $ 1,391,991 
Columbia Broadcasting System 2,269,022 568,713 12,797,556 3,446,893 
DuMont Television Network . 106.750 ° 955.525 
National Broadcasting Co. 3,274,877 1,026, 366 21,185,812 6,500,104 
Total $ 6,684,363 $ 1,921,166 $ 40.453.878 $ 513 


*Not available. 


Free Candy Offer 
Used to Measure 
Television Audience 


Da.tas, Jan. 23—To measure the 
viewing audience for its late-night 
(11 p.m.) one-minute TV spot on 
WBAP-TV here, King Candy Co. 
offered a box of candy to the first 
500 viewers responding one night 
recently, and received 2,011 re- 
plies within 24 hours. The spot di- 
rectly precedes the Broadway Open 
House program. 

Respondents also were asked to 
tell how many people were watch- 
ing the program on their set, and 
returns indicate that there were 
3.5° viewers per set. Based on a 
high return of 10% of set owners 
writing in, the company assumed 
that an audience of 70,385 per- 
sons was reached. More than 3% 
of the returns came from towns 100 
miles or more from the station’s 
transmitter. 

Tracy-Locke 
the account. 


SELLS JUNK ON TV 


SEATTLE, Jan. 24—Alaska Junk 
Co. is using television spots to sell 
used and surplus equipment, ma- 
chinery, and scrap metals of all 
kinds in the Seattle area. 

Alaska Junk started using one- 
minute slide spots on Station 
KING-TV shortly after the station 
went into operation, and currently 
is using sound film spots which 
feature a cartoon character. He 
welcomes viewers to Alaska Junk, 
where they are shown everything 
from structural] steel to garden 
rakes. 

Long a user of newspaper ad- 
vertising and radio promotion, the 
company is favorably impressed 
with the results of its TV schedule. 

“Seeing is believing in our case,” 
Louis Schwartz, co-owner of the 
company, says. “Television has 
given us a chance to show people 
how used and reconditioned equip- 
ment and materials can do the job 
for them in most cases, and save 
them money at all times. We're 
reaching folks who never knew 
we existed before.” 


Co. here handles 


Sets New Closing Dates 


Boot & Shoe Recorder, published 
by Chilton Co., New York, has 
announced that beginning with 
copy being prepared for the March 
1 issue, deadline will be Feb. 19, 
and for the issues dated the 15th 
of the month, the deadline for all 
ad copy will be the 25th of the 
preceding month. 


To Guenther, Brown 

L. J. Wiegand has joined Guen- 
ther, Brown & Berne, Cincinnati, 
as account executive. He was for- 
merly advertising and sales prome- 
tion manager of Cincinnati Indus- 
tries Inc. and mail sales and sales 
promotion manager of Westware 
Inc. 


Prepares Report Brochure 
Albert Frank-Guenther Law, 
New York, has prepared a bro- 
chure entitled “How to Get Full 
Value from Your Annual Report.” 
The brochure features “annual re- 
port advertisements that sell, ads 
that humanize and dramatize the 
story of a company’s activities.” 


acne 


Milprint Names Lundberg 


Milprint Inc., Milwaukee, litho- 
grapher, has named Roy W. Lund- 
berg, formerly merchandising 
manager of the company’s litho di- 
vision, as advertising manager. He 
will direct Milprint’s publication 
and direct mail advertising and 
sales promotion activities. 


TWA Names 4 in PR Posts 


Trans World Airlines has made 
four changes in its public relations 
offices. Kenneth Fletcher, former- 
ly public relations manager in San 
Francisco, is being transferred to 
New York in the same post. He 
replaces W. E. Boughton, who has 
been named assistant director of 
public relations. James Nolan, 
with the Paris bureau of the New 
York Herald Tribune, has been ap- 
pointed public relations manager 
for Europe, and will be based in 
Paris. Earle Luby, of the New 
York public relations office, has 
been named manager of produc- 
tion and research. 


Names Arthur Harris V. P. 


Arthur W. Harris, formerly as- 
sociated with Conover-Mast as 
business manager and later editor 
of Aviation Age, has been ap- 
pointed vice-president and busi- 
ness manager of American Gas 
Journal, New York. He succeeds 
Lewis V. Hohl, who has resigned 
to devote all of his time to his own 
business. 
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Tell Your 
Story with 


SHOPPER STOPPER 
moves the customer to AC 
TION — where you wont 
ACTION — eat the point.of 
sole. Hos the impact of 
projected pictures with the 
ease ond economy of film 
Find owt tedey how it will 
open doors for your soles 
men — Write for Brochure 
AA-10. 


The HARWALD COMPANY 
1216 CHICAGO AVE., EVANSTON, ILL. 
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UNTIL You 


SPEAK THEIR 
. LANGUAGE | 


ONE Major Magazine Group “Speaks the Language” of 
Today’s Biggest, Richest Market -THE WAGE EARNERS 


REACHING 8% 


You CAN’? get mass results when you slant your story 
over the heads of the mass market. But one major 
magazine group speaks their language. That’s TRUE 
Story Women’s Group . . . specifically edited to wage- 
earner families. It knows their tastes. Has their con- 
fidence. Gets mass sales results from America’s biggest, 
richest market. 


MILLION DOLLAR PROOF. In one recent month 
alone, readers paid almost $1,000,000 for this magazine 
package—71‘, of it across retail counters. That’s more 
hard cash shelled out for each issue of the TSWG 
magazines than for any magazine. 

For a bigger slice of this richer-than-ever wage-carner market— 
no advertiser can afford to miss TRUE STORY Women's Group 
—the magazines that speak their language! 


MILLION URBAN WOMEN AT ROCK-BOTIOM COST 
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Appoints Gates-Bourgeois 

Salem China Co., Salem, O., 
manufacturer of dinnerware, has 
appointed Gates-Bourgeois Adver- 
tising Agency, Cleveland, as its 
agency. Magazines, trade publica- 
tions, direct mail and point of sale 
material will be used to introduce 
a new line of china patterns. 


Names Whitman Daniels 


Whitman Daniels, formerly as- 
sistant to the president in charge 
of public relations at Cornell Uni- 
versity, has been appointed to the 


' Association Publication Bows 


Wisconsin Motor Carrier News, 
new official publication of the Wis- 
consin Motor Carriers’ Assn., is be- 
ing published monthly in Madison, 
Wis. John P. Varda, general man- 
ager of the association, is pub- 
lisher, and Miss Marvel Y. Ings, 
editor. The association purchased 
Wisconsin Truck News, previously 
published in Milwaukee for 13 
years by Mottram Advertising Co., 
and turned it into the official 
magazine of the association under 
the new name. 


newly created position of director | 


of public relations of Associated 


Industries of New York State, Buf- | 
falo 


‘THE LETTER SHOP, Inc. 


431 6. Dearborn St., Chicago 5, Iinois 


NuTone Appoints Smith 


Frank J. Smith, formerly man- 
ager of advertising and sales pro- 
motion of Philip Carey Mfg. Co., 
Lockland, O., has been appointed 
director of advertising and sales 
| promotion of NuTone Inc., Cincin- 
nati. 


54 | To Wasser, Kay & Phillips 


| Weaver-Costello Candy Co., 
| Pittsburgh, has appointed Wasser, 
Kay & Phillips, Pittsburgh, as its 
agency. 


ow many can 
ou answer 


1000 Kc.? 


What Chicago station had the greatest gains 
in Pulse Ratings in 1950 as compared to 1949? 


What Chicago station offers spots that reach 
tuned-in homes for as little as 48 cents per 


1,000? 


What Chicago station has 30°. greater listen- 


ership now than two years ago 


What Chicago station has such effective, di- 
versified programming that it ranks at the top 
in Classical Music as well as in Sports? 


What Chicago station has shown a spectacu- 
lar percentage increase in national adver- 
tising volume during the past year? 


@) Fo 


with any Bolling 
resentative, 
tio 
Drive, Chicago 1). 


What 50,000-Watt Chicago radio station is 
located in the very center of the dial—at 


r the correct answer 


TV or no TV? 


i 


s, check 
Company reP- 
or with Radio Sto 


WCFL, 666 Lake Shore 
. \Ilinors 


| Calvert's 


| will 


2 


COLOR KEYED 


International Harvester’s 1951 


line of refrigerators will feature 

plastic plaques in ten different colors which may be inserted at the door handle 

to help customers match or blend the refrigerator into the kitchen color scheme. 

The color key idea is accented in an elaborate dealer promotion kit, shown here. 

To highlight the plastic plates, the company is using Mystik plaques printed in a 
rainbow of colors. 


Hard Selling Needed. Park & Tilford 
Believes; Plans Largest Ad Promotion 


New York, Jan. 23—Park & Til- 
ford Distillers Corp.’s 1951 adver- 
tising budget will be the biggest in 
the company’s 111-year history. 

Harry P. Herrfeldt, vice-presi- 
dent in charge of sales, said adver- 
tising of the company’s four do- 
mestic whiskies—Reserve, Private 
Stock, Kentucky Bred and Bottled- 
in-Bond—will be 26% above last 
year, dollar-wise. Advertising will 
also be increased on P&T imports: 
Vat 69 Scotch, Booth’s House of 
Lords gin, Martell cognac, Harvey's 
sherries and ports and Heidsieck & 
Co. Dry Monopole champagne and 
Vieille Cure liqueur 

The campaign, prepared by 
Storm & Klein, will use 15 maga- 
zines, flexible lists of newspapers, 
painted walls and outdoor posters, 
and 40 to 50 business publications. 


@ The magazines are Argosy, Col- 
lier’s, Cue, Esquire, Fortune, Gour- 
met, Holiday, Life, Look, News- 
week, Social Spectator, The New 
Yorker, Time, Town & Country and 
True. The magazines will carry full 
pages in both color and b&w, and 
fractional b&w pages. 

Newspapers will run full pages 
featuring P&T’s “honor roll” of 
liquors and wines, and fractional 
pages on the four types of Amer- 
ican whiskies. Color will be used 
for the first time by Park & Tilford 
in selected papers. 

“Although temporary shortages 
may occur here and there during 
the year,” said Mr. Herrfeldt, 
“there is little prospect that easy- 
selling days are ahead for the 
liquor industry.” In fact, he said, 
“the hardest kind of selling’ may 


| be necessary to overcome tempo- 


rary employment dislocations due 
to changeovers from civilian to war 
production. 


CALVERT INCREASES USE 
OF DAILIES IN NEW DRIVE 

New York, Jan. 24—First quar- 
ter advertising by Calvert Dis- 
tillers Corp., placed by Lennen & 
Mitchell, will again emphasize Cal- 
vert Reserve’s theme, “Calvert 
Challenges Comparison,” and Lord 
“Men of Distinction” 
theme. 

Walter Houghton, advertising 
manager, said the company was 
allocating a larger proportion of 
its Calvert Reserve budget to 
newspapers and would use up to 
1,000 lines in 452 papers. These 
stress consumer pre-testing 
to determine taste preference and 
urge the drinker to test his present 
brand with Reserve. 

Full-color page ads showing 


well-known American scenes that 
“challenge comparison” will ap- 
pear in Collier’s, Life and Look. 
Another series keyed to male read- 
ership will be used in American 
Legion, Argosy, Eagles, Field & 
Stream, Outdoor Life, Sports 
Afield and True. 


@ Car cards will be used in most 
major markets and 24-sheets will 
appear in 43 cities. 

For Lord Calvert, magazine ads 
will feature 
like Sculptor Wheeler Williams, 
Explorer Carveth Wells, and Artist 
Stevan Dohanos. These will ap- 
pear in American, Collier's, Cos- 
mopolitan, Elks, Esquire, Life, 
Moose, Newsweek and Time. Copy 
stressing Lord Calvert’s custom 
blending from the choicest of 
whiskies will appear in Ebony. 

About 90 newspapers will carry 
Lord Calvert 800- and 600-line ads 
pegged to the line: “Make your 
next drink a better drink.” 


Classified Admen Elect 


Warren Kemp, of the Times, St. 
Petersburg, has been elected presi- 
dent of the Southern Classified 
Advertising Managers Assn. Other 
officers elected are: Leslie Rick- 
etts, News and Record, Greens- 
boro, N. C., Ist vice-president; H 
L. McOsker, Daily Mail, Charles- 
ton, W. Va., 2nd vice-president, 
and Mrs. Blanche Gates, News- 
Star, Monroe, La., secretary-treas- 
urer. 


Pomona Sets Magazine Drive 

Pomona Products Co., Griffin, 
Ga., processor of pimientos and 
other food products, will launch a 
new advertising campaign in Feb- 
ruary using national magazines. 
Ads will appear in Better Homes & 
Gardens, Ladies’ Home Journal 
and Woman's Home Companion to 
promote Sunshine brand pimien- 
tos. Liller, Neal & Battle, Atlanta, 
is the agency. 


Emsco Appoints FC&éB 


The Houston office of Foote, 
Cone & Belding has been named to 
handle the advertising of Emsco 
Derrick & Equipment Co., manu- 
facturer of oil well equipment. 
Houston is one of the company’s 
three manufacturing centers. Jack 
Cowan, advertising artist and 
magazine illustrator, has been ap- 
pointed senior art director of FC&B 
in Houston. 


Appoints James Galloway 

James C. Galloway, Los Angeles, 
publishers’ representative, has 
been named to represent interna- 
tional editions of Reader's Digest 
on the West Coast. 


“men of distinction” | 


Advertising Age, January 29, 1951 


Ad Council Starts 
Bi-Monthly Service 
for Newspapers 


New York, Jan. 26—A new Ad- 
vertising Council service will be 
launched about Feb. 15 when ad- 
vertising directors of daily and 
weekly newspapers will receive 
the first issue of a free mat serv- 
ice to be issued every second 
month. 

First issue of the 
dated March-April, 

eight public service 

most of them tied in 
mobilization emergency: Stop Ac- 
cidents, Defense Productivity 

(new), Armed Forces Recruitment 
|} (new), Fight Forest Fires (1951 
drive), Red Cross ('51), Defense 

Bonds, CARE and Better Schools. 

Previously, the council sent 
| proof sheets te newspapers on sep- 
arate campaigns at various times 
during the year, but never on a 
regular mailing schedule. The new 
system will see newspapers getting 
proof sheets on all the most im- 
| portant campaigns in the same 
| folder. Every other month, the ad 
director will get a fresh set of 
ads. Mats will be supplied to news- 
papers free of charge. 

As before, publishers will be 
urged either to run the ads as a 
public service or to seek sponsor- 
ship for them at usual space rates 
from local and regional advertisers. 


mat service, 
will feature 
campaigns, 
with the 


‘News-Herald’ Names Sutton 


Charles E. Sutton, formerly on 
the advertising staff of the Star, 
Anniston, Ala., has been appointed 
advertising manager of the News- 
Herald, Panama City, Fla. He suc- 
ceeds W. B. Bracewell, who has 
resigned because of ill health but 
who will continue on the News- 
Herald advertising staff in a less 
strenuous capacity. 


Starts Drive for Nameplate 

C & H Supply Co., Seattle, for 
its Metal-Cals, sheet aluminum 
nameplate, will use b&w or two- 
color ads in American Aviation, 
American Machinist, Electrical 
Manufacturing, Electronics, Metal 
Working and Product Design & De- 
velopment News, beginning in 
February. Wallace Mackay Co., 
Seattle, handles the account. 


Leaves ‘Specialty Salesman’ 

Paul A. Lucas is resigning his 
post as eastern manager of Special- 
ty Salesman to become head of his 
own organization in the direct sell- 
ing and publishing field. 


aS YOU, TOO 


cn 


CAN BE THE 
HERO! 


lots of admen take ao bow for solving 
Present day illustration budgetitis. It's easy 
when you have the K & F Photo Catalog on 
hand . . . it's the short cut to getting stock 
photos with illustrative quality at prices 
that are only a fraction of their real worth. 
Nudge over into the limelight, get your 
copy todoy .. . 


MORE THAN 
$00,080 STOCK PHOTOS 
IN OUR FILES 


Kaufmann & Fabry Co. 
| DEPT. AA14, 425 S. WABASH AVE., CHICAGO 5 
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One of them was bound in chains and tossed in the Hudson River. 


One of them risked a thousand watery deaths. Another spent much of 
his time surrounded by the fiercest jungle beasts. 


But though their faces have appeared countless times in newspapers, 
magazines, and newsreels, did you remember magician Houdini, racer Gar 
Wood, and “bring ’em back alive” Frank Buck? Or did you only know the 
nervy little man on the girder? 


It's Jiggs, of course! And where have you seen him display his courage? 
In the comics, of course! 


But you are not alone. Every Sunday morning, some 18 million adults 
(and their youngsters) settle down to follow Jiggs’ latest adventure in 
PUCK, the only national comic weekly. 


He’s a Sunday caller welcomed warmly, eagerly, week after week. And 
so are Blondie and Dagwood, The Little King, Snuffy Smith, Popeye, and all 
the other beloved PUCK characters! It wouldn’t be Sunday without them! 


It’s hard to measure the warmth of a welcome in cold statistics. But look 
at these proven facts: 4 out of 5 adults read comics. Advertising in PUCK 
gets more readers per dollar. Identical copy gets 3 to 5 times more thorough 
readers in PUCK than in top weekly magazines. (Starch), 


Se 
s 


Can you name 
these men of iron nerve? 


Outstandingly successful firms like Colgate-Palmolive-Peet Co, R. J. 
Reynolds Tobacco Co., Gillette Safety Razor Co., and others have been 
consistent users of space in PUCK, The Comic Weekly for over 15 years. 


eeeeeeaeneee An Amazing Book Report! eeeeeeeeeee 


3 es 
am 
° In each of the past four years, PUCK, The Comic Weekly has -- 
ed carried more dollar volume of mail order book advertising than e 
° any national publication.Why? Because it pays off better. Dramatic e 
e example: Unicorn Press used a double spread in PUCK and received e 
a over $300,000 in orders in the first four weeks following publication! . 
. 
e ° 


THE COMIC WEEKLY 
The Only NATIONAL Comic Weekly — A Hearst Publication 
63 Vesey St., N.Y., Hearst Bldg., Chicago, 406 Hearst Bidg., Sen Francisco 
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PHOTOGRAPHIC REVIEW 


| OF THE 


OFFICERS Officers of the Newspoper Ad Execs, shown with 
Speakers ot their Chicago convention, are (left to right): Seated, 
Fairfax M. Cone of Foote, Cone & Belding and the Four A's; 
Hug! Baillie, United Press president; outgoing NAEA President 
George G. Steele, ad chief of the Philadelphia Bulletin, and H. 


SUCCESS STORY—These are two scenes at a client-agency dinner 
staged jointly, early this month, by nine members of the Houston 
chapter of the Southwestern Assn. of Advertising Agencies, at- 
tended by about 70 clients and 15 agency officials and voted 
on “unprecedented, historic, revolutionary” event. Clients of 


each agency were placed together so they could get acquainted. 


WEEK 


H. Kynett, Philadelphia agency head and president of the 
Audit Bureau of Circulations. Standing: NAEA’s new president, 
Louis E. Heindel, ad director, Madison Newspapers; Larry Knott, 
Chicago Sun-Times ad director, elected 2nd vice-president; and 
Herbert Wyman, ad chief, Pittsburgh Post-Gazette, now Ist v. p. 


1a 
a y aed |: fit 


Among the hosts (top picture) were Ed Allen, Greer Hawkins & 
Allen; David G. Ritchie, head of Ritchie Advertising Agency and 
president, SAAA; Robert Aylin, Aylin Advertising Agency; John 
Poul Goodwin, emcee at the dinner; Charles Crosson, Crosson Ad- 
vertising Agency, president of the chapter; Roger Helm of the 
Aylin agency; and Hal Lockman of Wilkinson-Schiwetz & Tips Inc. 


Advertising Age, January 29, 1951 


‘ 


GIFT GIRL—Introduction of the Electric Housewares Gift Girl by the National 

Electrical Manufacturers Assn. to dealers and distributors attending the January 

Housewares Show in Chicago, Jan. 18-25, was part of NEMA's opening phase in 

di and pr ional gift paign designed to capture a larger share 

of the multi-billion dollar gift market. Theme of the drive is “Give electric housewares 
first choice for every gift occasion.” (Story on Page 65.) 


its merch 


‘SATURDAY PAINTER’—That’s the term Edward H. Weiss (right) of Weiss & Geller, 

Chicago, uses for the job that is his principal interest outside of agency hours. He 

is shown here at Riccardo’s restaurant galleries, where a one-man show of his work 

has been going on during January, with a client, Sam Laud, president of General 
American Transportation Co. 


AT CHICAGO BNF MEETING—John Cowles (center), chairman of Cowles Magazines 

and the Des Moines Register & Tribune, was principal speaker at a Chicago dinner 

honoring directors of Brand Names Foundation. At left, here, is R. Douglas Stuart, 

vice-chairman of Quaker Oats Co., and at right, Henry E. Abt, president of the 
foundotion. 
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Retailers back it 


IF YOU WANT more sales volume, 
you can get it by starting from 
the retailer’s point of view. 
What he wants to stock and 
push is what his customers want 
to buy. He does not get excited 
about a brand that does not 
excite his customers. 

More and more, selling the 
retailer means selling his cus- 
tomers. Advertising run just to 
impress the retailer is not equal 
to the job today. It must im- 
press his customers. 

To build volume, promotion 
of a brand must create a con- 
sumer franchise that assures a 
substantial share of the day-in 
and day-out buying by consum- 
ers. It must meet and offset com- 


petitive promotion. 

From its study of selling in 
the Chicago market, the Chi- 
cago Tribune has developed a 
sound procedure that can get 
extra volume and a stronger 
market position for your brand. 
It is based on the retailer’s own 
need for higher volume and his 
program to get it. 

Built to meet conditions in 
Chicago, the plan can be used 
in any market. It is based on 
the trend to fewer brands per 
line per store and the increas- 
ing reliance by retailers on cus- 
tomer self-service. 

It produces larger orders and 
cuts delivery expense. It gives 
you the benefit of the retailer’s 


The Chicago Tribune 


Consumer-Franchise Plan 


own promotion without depend- 
ence on special deals. It earns 
better store inventories and shelf 
position. 

If you bear the responsibility 
for immediate sales, or are con- 
cerned with long range plan- 
ning for continued company 
success, the plan merits your 
investigation. 

Decide now to learn how you 
can put it into operation in your 
business. It will get the ready 
support of your sales organiza- 
tion. 

Your nearest Chicago Trib- 
une representative will be glad 
to tell you about the plan. Ask 
him to call. Why not get in 
touch with him today? 


- because it starts from their point of view- 


| 


Chicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


CHICAGO TRIBUNE REPRESENTATIVES: 


Chicago New York City Detroit San Francisco Los Angeles 
A. W. Dreier E. P. Struhsacker W. E. Bates Fitzpatrick & Chamberlin Fitzpatrick & Chamberlin 
1333 Tribune Tower 220 E. 42nd St. Penobscot Bidg. 155 Montgomery St. 1127 Wilshire Blvd. 


MEMBER: FIRST 3 MARKETS GROUP AND METROPOLITAN SUNDAY NEWSPAPERS, INC. 
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Newspapers Use Census Data Most, 
Director Peel Tells NAEA Members 


Cuicaco, Jan. 23—In a fact- 
packed talk before the Newspaper 
Advertising Executives Assn. here 
Monday, Roy V. Peel, director, Bu- 
reau of Census, declared that, “as 
a selected group in a particular 
kind of business, newspaper adver- 
tising men may well be the most 


’ NAEA Meeting 


+ 


PR sg ! 
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extensive consumers of census data 
arnong the many who employ sta- 
tistics compiled and published by 
the bureau 

“Every time the postman rings,” 
said Mr. Peel, “there is a letter 
fron; some newspaper promotion 
manager who wants these statistics 
for his circulation territory.” 

The Census chief, who took of- 
fice last spring, revealed a high 
degree of awareness and apprecia- 


tion of advertising, and of the im- | 


portance of up-to-date statistics in 
the adman’s job 


e@ With new data from the 1950 
decennial census, he said, “the ad- 
vertising man will be able to meas- 
ure the size and character of local 
arkets and obtain revealing in- 
ormation on the purchasing power 
nd buying habits of these mar- 
ets. Especially important will be 
e income data which not a year 
_ {| were] the subject of consider- 
ble debate in Congress and the 
ress 
“Aside from the customary in 
nsus statistics, much that is new 
as been added to the 1950 census, 
pecially in the arrangement of 
e data for use by marketing men 
id advertising executives, those 
tvho buy and those who sell space. 
wo of these new arrangements 
r 1950 are the metropolitan area 
lata and the state economic area 
ata. A third is the ‘urban fringe’ 
formation covering suburbs of 
ties of 50,000 or more population, 
eas that may be equated with the 
burban home delivery circula- 
fion territory of newspapers.” 


a Discussing publication plans of 
the new data, Mr. Peel warned that 
ans for normal Census Bureau 
edhe may be knocked into a 
cocked hat by possible defense re- 
quirements 
Loss of trained personnel to de- 


‘ Standard Oil Elects 


Armstrong A. Stambaugh has been 
elected chairman of The Standard Oil 
Company (Ohio), Cleveland. Mr. 
Stambaugh and 268.873 other men of 
action throughout American business 
read The Wall Street Journal daily. 

: (ADVERTISEMENT) 


fense agencies is already being felt, 
he said, and “demands on the Cen- 
sus Bureau's time and equipment 
for special defense work also may 
come soon in greatly increased vol- 
ume. 

“Barring a serious application 
of the brakes,” however, he said 
that final state and minor civil 
division population figures will be 
issued by’mid-summer in the first 
series of state bulletins, to be fol- 
lowed in other series of state bul- 
letins by detailed local area data 
on population characteristics. 

Similarly, Mr. Peel revealed, a 
series of state bulletins will present 
housing data. These will run about 
two to three months behind the 
population series. (They will be 
sold by the Superintendent of Doc- 
uments and regional Commerce 
Department offices.) After that, 


Census Bureau will issue advance 
reports giving a selection of these 
final data for local areas (to be ob- 
tained from him on request, with 
the supply limited) 


@ The Census director stressed, in 
a lengthy definition of the types of 
data being prepared, that the “in- 
novation” of state economic area 
data “will constitute most valuable 
units for defining advertising mar- 
kets, especially for the purpose of 
correlating statistical information. 

“Plotted out on the map of the 
United States or of a given state,” 
he explained, “a graphic presenta- 
tion of these economic areas pro- 
vides a handy tool. Every advertis- 
er who studies market potentiali- 
ties on state, regional or national 
terms will find his work greatly 
simplified when he has access to 
these economic area data.” 

This state area material, he said, 
shows housing and population 
characteristics for 443 economic 
areas, each with “relatively homo- 
geneous agricultural, industrial, 


social and demographic character- 


istics which differentiate them 
from adjoining counties in the 
same state. Of these economic 


areas, 168 are standard metropoli- 
tan areas and the remaining 275 
are counties or clusters of counties 
outside the standard metropolitan 
areas. 

“They provide areas for market 
measurement which have hitherto 
not been defined. Many of these 
non-metropolitan economic areas 
are bigger in terms of population 
and buying power than a consider- 
able number of the more widely 
publicized metropolitan areas.” 


s Most of Director Peel's talk con- 
cerned the decennial census and 
specific figures already learned 
from it. 

For example, he pointed out that 
the 168 metropolitan areas (which 
“constitute the prize marketing and 
advertising areas of the country”) 
have a population of 83,929,863 or 
55.7% of the U. S. total; that com- 
bined retail sales in 1948 in 147 of 
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these centers amounted to $80.9 
billion, or 62% of the national re- 
tail sales total of $130.5 billion; and 
that the combined population of 
these 147 centers in 1950 was 81,- 
900,000, or 54.4% of the U. S. total. 

“A study of the 1948 Census of 
Business results,” he added, “shows 
that American business is follow- 
ing the trend of population growth 
in the fringes of the nation’s large 
cities. As with the population 
growth, the volume of retail sales 
has increased at a greater rate in 
the suburbs of most of the big cities 
than within the central cities of 
these areas. This is of some import 
to the advertising executives of 
suburban newspapers as well as 
to the executives of central city 
newspapers.” 


e Mr. Peel discussed at some 
length the change in the 1950 cen- 
sus under which “urban fringe” 
areas were set up and arbitrary 
boundaries for a large number of 
unincorporated places were drawn 
so that they could be classified as 
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urban. 

“Under the 1950 method,” he ex- 
plained, “the urban population 
of the U. S. exceeds 96,400,000, or 
about 64%, and the rural popula- 
tion is 54,300,000, or 36% of the na- 
tional total. Under the 1940 meth- 
od, the 1950 urban population total 
would be figured at 88,900,000 or 
59%; the rural population at 61,- 
800,000, 41% of the national total.” 

He pointed out that the com- 
bined population of the 397 unin- 
corporated places included in the 
1950 urban class is nearly 2,000,- 
000. Of these places, 111 have more 
than 5,000 inhabitants each, 29 
are in the 10,000 plus class and 
three exceed 25,000 each. 

The Census chief also gave fig- 
ures from the 1948 Census of Bus- 
iness on advertising agency re- 
ceipts, employment and wages, in 
which he pointed out that New 
York and Illinois agencies ac- 
counted for 57% of the dollar vol- 
ume, 37% of the number of estab- 
lishments and 63% of the annual 
payroll for.a!l U. S. agencies. 


Paint Concern Names Three 

Howard F. Eastwood, secretary 
and assistant sales manager of U. 
S. Gutta Percha Paint Co., Provi- 
dence, R. I., has been named vice- 
president. Fred McCarthy, trade 
sales manager of National Lead Co. 
since 1943, has been appointed gen- 
eral sales manager. Everett B. Nel- 
son, advertising manager, has been 
made advertising and sales promo- 
tion manager. 


Reed Names Dorrance-Waddell 


Reed Products Co., St. Louis 
drug manufacturer, has named 
Dorrance-Waddell, New York, to 
direct the advertising of its Inergel 
tablets, a methyl cellulose deriva- 
tive. A newspaper campaign using 
full and quarter-page ads will be 
launched in the Midwest. 


Campbell-Mithun Has ADA 

American Dairy Assn. advertis- 
ing is placed through Campbell- 
Mithun Inc., Chicago, not Foote, 
Cone & Belding, as reported in the 
story on ADA'’s forthcoming co- 
operative ice cream promotion 
(AA, Jan. 22). 


SIMPLIFIED—The package at the right 

shows the new design for R. T. French 

Co.'s aquarium gravel. The Rochester, N. 

¥. pany is redesigning the packages 
for its entire pet supply line. 


Army Buys Two ABC Shows 


U. S. Army and Air Force, 
Washington, are taking over spon- 
sorship of two ABC shows. On ra- 
dio the program is Ralph Flana- 
gan’s band, which will tour Army 
camps throughout the country with 
the show. On TV the Armv will 
carry the first half-hour of the 
“Roller Derby” on Thursday nights. 
Grant Advertising is the agency 
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Adclub Sets PR Course ‘Gordon Chemical 
Ray S. Livingstone, vice-presi 


dent of Thompson Products Ine.,| to Break 13-Week 
Cleveland, automotive and aircraft | 

parts, will be the first speaker in| 1 

a 15-week public relations course | Drive for V. I. P. 

offered by the Cleveland Adver-| New York, Jan. 23—Hilton & 
tising Club, beginning Feb. 6. Alvin | Riggio will release a $100,000 13- 
- “y-¥- ae week campaign in about two 
course, which is designed to give | weeks for the Gordon Chemical 
background, importance and fun- Co., Philadelphia, manufacturer of 


damentals of public relations. V. I. P., a new powdered bleach 
preparation, which is now being 

Kemsol Starts Test Drive tested in Vineland, N. J 
The product, of which a six- 


misemeat Products Co; Cleveland | ounce Jar ix sid 10 replace thre 
fuels and lubrication oils, has} auarts of liquid bleach, is being 
started test campaigns to be fol-|tested through half-page and 1,000- 
lowed by trade publication, maga-}line newspaper copy in Vineland 
zine, radio and newspaper drives.| for the next two weeks. Following 
The company has appointed Greg- the test campaign, V. I. P. (“vastly 
ory & House, Cleveland, to handle | improved performance”) will ex- 
apy po advertising of pand into ten market areas. 

7 P id Newspapers, radio and television 
will be used, depending on market 
conditions, in the following areas: 
Arkansas, Baltimore, Cleveland, 
Detroit, Fort Worth, Houston, New 
England, New York, Philadelphia 
ind Washington. 


Kendall to Palm & Patterson 

Harry Kendall, formerly with 
Fuller & Smith & Ross, has joined 
Palm & Patterson, Cleveland, as an 
account executive. 


PHOTOPLAY 


American Optical Ups Hart 

Charles E. Hart has been ap- 
pointed export sales manager of 
American Optical Co., Southbridge, 
Mass. He succeeds Harry G. Esta- 
brook, who has retired after 39 
years with the company. Mr. Hart, 
who joined the company in 1926, 
had been assistant export sales 
manager. 


| 
| 


Transfers Donnan to L. A. 

| A. McKie Donnan, vice-prefi- 
|}dent and copy chief in the S@n 
| Francisco office of Brisach@r, 
| Wheeler & Staff, has been trang- 
ferred to the agency's Los Angel 
office where he has assumed 
same duties. He has been sut- 
| ceeded in San Francisco by Lesti1 
Friedman 


' 

Watt Publishing Adds Two 

Orvel H. Cockrel has been ¢ 
pointed research manager of W 
Publishing Co.. Mount Morris, Ii, 
succeeding Paul Ricker, who | 
resigned. Bert R. Anderson, fe 
merly subscription fulfillmegt 
manager of Today's Health, 
joined Watt's circulation aa 
| ment. é 
| : 
Dwight Elected President 

William Dwight, managing edf- 
tor of the Transcript-Telegram, 
Holyoke, Mass., has been elected 
president of the Holyoke Tra 
script-Telegram Co. He succeeds 
his mother, Mrs. Minnie R. Dwight, 
who continues as treasurer 
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Accounting Corp. of America Compiles Data 
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What Small Business Spends for Advertising 


on Ad Expenditures of Retail Businesses Type of Store % of Gross Spent Type of Store % of Gross Spent 
I (Annual Gross} for Advertising (Annual Gross) for Advertising 

San Dreco, Jan. 24—Accounting| based on a statistical sample of |. a : 
Corp. of America believes it has| the company’s clients in any given Combination Grocery ($100,000-200,000) .... 0.58% Photographic Supply ($30,000) 1.73% 
come up with a reasonably cor-| classification and tabulated from Specialized Apparel ($24,000-36,000) 1.49% to 3.55% New Car Dealer ($84,000) ..... . 0.51% 
rect answer to the question: “How | International Business Machine Appliance ($50,000-100,000) ................ 1.45% Used Car Dealer ($72,000) ................ 0.65% 
much do small businesses spend | cards. Jewelry (for average store grossing $30,000) 2.61% Auto Parts ($48,000) .............. abate 0.65% 
annually on advertising?” | A review of the data indicates Bakery ($50,000-100,000) ................. 0.67% Service Stations ($50,000-100,000) ......... 0.42% 
The company, which operates} that, in a number of classifications, Specialty Food ($36,000) ........... “* 1.05% Garages ($50,000-100,000) ................. 0.43% 
the Mail-Me-Monday mail order| the average retailer’s advertising Meat ($60,000) ............... . 0.73% Lumber, Building Materials ($84,000) ...... 0.51% 
accounting service on a national | budget is markedly below that of Confectionery ($24,000) Pagal Indeed roca 0.49% Plumbing, Heating Equipment ($60,000) .. 084% 
basis, serves approximately 10,000 a concern selected as a “typically Men's & Women's Apparel ($36,000) - 181% Hardware ($60,000) ............. : 1.40% 
business clients, in a wide variety good” operation Women’s Specialty ($30,000) ...... , -. 149% Paint, Glass, Wallpaper ($36,000) ....... . 1.72% 
of product, service and profession- For example, while the average Men's Specialty ($30, 000) ....... sd -. 3.01% Laundry & Cleaning ($50,000-100,000) ..... 1.29% 
al classifications. combination food store with an Children’s & Infants’ Wear ($24, 000) sve ccen 3.55% Barber, Beauty Shops ($24,000) ......... .. B.11% 
As part of its service to retailers annual gross of from $100,000 to Shoe ($24,000) .........---.... see eee e eee 2.08% Motels ($48,000) ..... ikalere ina — ee 
who let Accounting Corp. of Amer- $200,000 spends 0.58% of the gross Furniture ($100,000-200,000) .............. 153% Repair Services ($24, 000) a P . 1.23% 
ica keep their books, the company for advertising, a “typically good” Drug ($100,000-200,000) ................... 1.21% Building Contractors ($60,000) _....... .. 0.26% 
issues a monthly publication, “Ba- food store which grossed $180,000 Liquor ($100,000-200,000) ...... ss eeese ss 0.63% Specialty Contractors ($60,000) .. weueee 0.46% 
rometer of Small Business.” annually, spent 0.65% of the gross Restaurants ($50,000-100,000) ....... --++ 0.81% — Doctors ig bnewe ns 6a0 ace os ..- 1.10% 
for advertising Cocktail Lounges ($50,000-100,000) ........ - 0.80% Dentists ($36,000) .............. Secure OM1% 
s The “Barometer” lists such data Variety ($30,000) ..................... --» 1.38% — Other Professions ($30,000) ................ 1.05% 

is the average sales volume by @ Similarly, appliance outlets with Gift & Novelty ($24,000) ................... 1.76% 


product classification, average rent, an average volume of from $50,000 


average wage costs and the aver- to $100,000 spent an average of tion, which grossed $144,000, set Among jewelry stores, because 
ige percentage of gross income 1.45% of the gross for advertising, | aside 4.54% of that figure for ad- of the wide variation in size of 
spent for advertising. All data is whereas a “selected, good” opera- vertising business, the figures are not strict- 


¢ 
‘ 
) 
- 
| 
' 
' 
1 
: 
; 
' 
' 
il © h > 5 
You still pitching...? 
Smart farmers now pitch by machinery! * crest has neither hoe nor pitchfork—but motors, 
‘Take manure, for instance. Mechanical gutter electron tubes, drive shafts, and gears rampant! 
_ cleaners make the pitchfork a museum piece, 
save up to 700 hours of work a year, give a Farming isa big business... ix reasingly 
good return on a $1,200 investment. The mechanized and electrified for peak output and 
farmer just snaps the switch—and whistles profits Modern methods, improved 
while the machine works! techniques, new varieties, a decade 
of the highest incomes in history, and 
The farm factory lias machines for almost the current high production . . . have 
every job. Machines milk cows, help hens lay, made the nation’s best farmers the 
mix the cattle feed, purvey fresh water to pigs, = ¢ national advertiser's best prospects. 
keep baby calves warm in winter, clevate ensilage, lop farmers are concentrated in the fifteen 
spread soil nutrients cultivate crops, spray bugs, agricultural Heart states . . . where SUCCESSFUL 
harvest hay, pick prize corn, bag grain, truck Farminc has a round million of its 1,200,000 
cattle to market, give today’s crop reports and subscribers among farm families with highest 
forecast tomorrow’s weather. investmentin machinery, buildings, and livestock, 
Machines in the farm home help the bride best land, best brains, best earnings —easily 50% 
bake a cake, bathe the baby, polish linoleum or better than the US farm average 
shampoo a rug, freeze beetsteaks, roast a turkey, General media lists miss much of the nation’s 
sew up an apron or evening gown, type reports, best class market... need SucCESSFUL FARMING 
sprinkle flowers, wash and for its deep penetration, influence based on forty 
iron, make the toast, perk vears of service, high coverage, low cost. For the 
athe coffee, and also bring facts on today’s best advertising opportunity, call 
entertainment to the family the nearest SF office... SuccesseuL FARMING 
: B() via radio or TV. _. . Des Moines, New York, Chicago, Cleveland, 
A modern farm family’s Detroit. Atanta, Sau Francisco, Los Angeles. 


ly comparable. However, the aver- 
age store with a gross of $30,000 
spent 2.61% of the gross on ads, 
while a “typically good” selected 
store, with a gross of $144,000, 
spent 5.08% of that figure on ad- 
vertising 

Accounting Corp. of America was 


| organized at the close of the last 


war by John W. Hession, a former 
bank examiner who operated a 
drill press during the war, and 
Charles Silverman, a promoter and 
fellow drill press operator. 


@ They reasoned that thousands 
of small business men would wel- 
come a bookkeeping service which 
would eliminate the need for part- 
time employes and, at the same 
time, afford a constant contro] of 
retail operations. 

Result was the Mail-Me-Monday 
service, subsequently offered 
through offices in more than 250 
cities, coast to coast. M-M-M 
licensed its name and facilities 
in return for $1,500 down and $1- 
per-month in royalties on each 
account. 

The subscribers send cash regis- 
ter tapes and similar basic data to 
the local licensee, which sorts, 
itemizes and codes the records. The 
IBM cards are then sent to San 
Diego, where batteries of IBM 
machines transcribe them for 
double entry books. Rates for the 
service are a minimum of $15 
monthly for businesses with a gross 
of $25,000 or less and $5 additional 
for successive $25,000 increments 

Armen A. Alchian, Ph. D., of the 
University of California at Los 
Angeles, is consultant to the com- 
pany on statistical procedures. 


To Guild, Bascom & Bonfigli 

Fred May, formerly with Bat- 
ten, Barton, Durstine & Osborn, 
San Francisco, has been named 
media and production manager of 
Guild, Bascom & Bonfigli, San 
Francisco. William Hoffine, form- 
erly with Potts-Turnbull, Kansas 
City, has been named treasurer of 
the agency. He succeeds Fred By- 
ron, who has resigned 


Combs Joins Pacific Outdoor 

Roger Combs, formerly vice- 
president of C. B. Juneau Inc., Los 
Angeles agency, has joined the 
sales department of Pacific Out- 
door Advertising Co., Los Angeles 
as assistant to J. E. Ginn, sales 
manager. Mr. Combs also will be 
head of sales promotional activities 
of the company. 


KRON.-TV Appoints Constant 

Al Constant has been named 
program director of KRON-TV, 
San Francisco, succeeding Pat 
Crafton, who has resigned to be- 
come radio and television director 
of Richard N. Meltzer Inc 


FOR QUANTITY BUYERS 
THE ARTKRAFT” SIGN ¢0. 
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NEW ISSUE 
NOW ON SALE 


as many advertising pages as & carved 


OMA were Just 


during thé eucir CF) Yeor / IDO). Getting Started! 


HERES WHY: 


Circulation over 1,000,000 and Still Growing! Highest Percentage of Circulation in Major Markets Lowest Cost Per Page Per Thousand 
@ Launched in July 1949—a period of slumping maga- A QUICK ranks first among all the weeklies in the per- Just $1.83—delivered circulation 1 time, Ba W— 
zine sales QUICK bucked the trend, went on to double centage of its circulation in the major urban areas and * ® QUICK’s cost per thousand is lowest in the weekly field. 


its circulation in 1950, and it’s still growing! retail markets. 
An Audience of Young Men and Women to Ad Unmatched Merchandising Service 

, — Spotlight Visibility for Every QUICK's unique merchandising service combines the 
QUICK’s readers are evenly divided among men and : ‘ 

gue Gat cua bane Each ad in QUICK is a full page. If requested, each ad flexibility of direct mail with the editorial impact of 
p rennet mA J —- A ee, @ faces an editorial page. With QUICK's fast, readable QUICK. What's more, it says what you want it to say! 
oe F format, ads just can’t be missed! 

Highest Percentage of Newsstand Sales Easy to Carry and Pass Along 
62.5% (625,000) of QUICK’s circulation is newsstand Fastest Ad Closing for any Magazine 80% of QUICK’s subscribers report they carry QUICK 
sales—a higher percentage than that of any other QUICK's ad deadline for 1 and 2 color ads is two weeks @ with them outside the home. QUICK goes to market in 
weekly magazine. And QUICK sells more newsstand ? before on-sale-date (Thursday )—a faster closing date purse or pocket ...and back home it comes. 93% say 
copies than all other news magazines combined! than for any other national magazine. their husbands (or wives) read QUICK, too. 
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your best buy! 


‘RESPONSE WAS 
Positively THE BEST 


This publisher wanted a rep, so he ran classified 
ads in various publications. In commenting on 
the results, he said, “The response from 
ADVERTISING AGE was positively the best.” 
That's all. And it’s natural: 

With the fastest printing schedule in the field, 
ADVERTISING AGE’s news content commands 
immediate, intensive readership. . . . ADVER- 
TISING AGE’s classified columns — “The Ad- 
vertising Market Place” — are read first. Result 

- your ad gets results! Try it and see, whether 
you want a job, want a man, or want to sell 
either equipment or services. The low rate for 
the big circulation where it counts, makes it 


No. 


Vacation - Travel 


3867 
Outlook. 

Facts on where, when and how 
families in the middle-income 
group plan to spend their 1951 va- 
cations are presented in this sur- 
vey taken among its 2,600,000 read- 
families by American Maga- 
ine. Statistics show where these 
families plan to go, mode of trans- 
portation, accommodations and 
time of year in which vacations are 
planned, Comparative data on last 
year’s vacations are included. 


1951 


No. 3869. Milwaukée’s Business 

Growth 

Charts and statistics on the econ- 
omic and business development of 
the Milwaukee market from 1940 
to 1950 are presented in this bro- 
chure offered by the Milwaukee 
Journal to aid local and general 
advertisers in their 1951 sales 
plans. Consisting of 18 charts, the 
material includes facts on popula- 
tion, employment, income, 
and department store sales, farm 
income, etc. for the past ten years. 
No. 3870. 1951 

Forecast. 

First- hand information on 
equipment and supplies the baking 
industry plans to purchase during 
1951, as well as what it plans to 
spend for advertising, is outlined 
in an eight-page brochure offered 
by Bakers’ Helper. This report, 
based on information obtained from 
Bakers’ Helper’s 19th Annual Sur- 
vey of bakery owners and execu- 
tives in all sizes and types of bak- 
eries, offers useful market data on 
annual production, consumption of 
raw materials and machinery pur- 
chased 


Baking Industry 


3872. Survey of Readership 
Among Construction Men 

Reading habits of the construc- 
tion men are given in this survey 
sponsored by the 12 member pub- 
lications of the Associated Con- 
struction Publications group, Con- 


No 


Information for Advertisers 


retail | 


ducted by the Research Report Co., 
Chicago, it contains the results of 
58,560 questionnaires mailed to 
subscribers of these publications. 
In addition to facts on what pub- 
lications construction men _ read, 
it also tells what one publication 
they read most thoroughly and 
what types of articles are most 
helpful to them in their business. 


No. 3871. How to Plan and Produce 
Better Printed Advertising Ma- 
terial, 

Reprints of articles on 11 dif- 
ferent kinds of printed advertising 
material featured in the “1949 Re- 
flections,” house organ of E. F. 
Schmidt Co., are contained in this 
reference booklet. It offers practic- 
al information on what to do and 
what not to do when planning and 
preparing specialized types of pro- 
motion pieces. 


No. 3874. Circulation Data Book. 

A complete breakdown of its cir- 
culation by states, counties, cities 
and population groups is contained 
in this 1950 “Circulation Data 
Book” offered by Boys’ Life. Fig- 
ures for states, counties and towns 
of 1,000 or more population were 
obtained from an official audit of 
the magazine by the Audit Bureau 
of Circulations. Population cate- 
gories follow the standard classifi- 
cations set forth in ABC state- 
ments. 


No. 3876. Buying Habits of Teen- 

Age Girls. 

This survey, the first in a long- 
range program of research for 
Seventeen, covers basic informa- 
tion regarding age, schooling, in- 
come, spending, future plans and 
facts about family background of 
the teen-age girl market. Based on 
an area sample, the survey was 
conducted by personal interviews 
on a national scale, with respond- 
ents distributed in accordance with 


| successfully 


| circulations 


age, income and geographical cri- | 


teria. 


Note: Inquiries for the items listed above will not be serviced beyond March 12. 


USE COUPON TO OBTAIN INFORMATION 


Readers Service Dept., ADVERTISING AGE 


200 E. Illinois St., Chicago 11, Tl. 


—please print or type) 


Please send me the following (insert number of each item wanted 


NAME FED cecttenninnrcninimmnnnnes 
COMPANY 

ADDRESS. .....cercocccscesecorsecserereee 

City & ZONE .......... STATE 


HE A 


IVERTISING 


ARKET PLAC 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management 
*AND* 


Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent 
THE HONES COMPANY 
14 E. Jackson Blvd Chicago 4, Ill 
DIRECT MAIL Salesman 
If you can sell Direct Mail Advertising 
we can offer you an attrac- 
tive permanent connection here in Chica- 
go. Weekly draw and first class commis- 
sion arrangement 
Box 3590, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


ASSISTANT CIRCULATION MANAGER | 
for national publications with combined 
exceeding 400,000 located in 
East; should be rapid correspondent; mili- 
tary background desirable; an excep- 
tional opportunity with progressive pub- 
lishers; give full details, including salary 
requirements 

Box 3574, ADVERTISING AGE 

11 E. 47th St.. New York 17, N. ¥ 
Advtg. Asst-Dealer Exp. 
Printing Estimator $35 
Layout Artists 

SHAY AGENCY 

30 W. Washington Chicago 2, tll 
Grower agency in Southwest major mar- 
ket needs experienced, all-round copy | 
man. Send resume, samples (returnable) | 
and full personal details. Salary open 

Box 3576, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Wanted—FOOD MERCHANDISING MAN 
The man we want is at the present time 
probably employed in the merchandising 
or promotion department of a large food 
distributing organization or in the sales, 
merchandising or promotion department 
of a food processor. He must have a know- 
ledge of the food business, particularly 
relating to the merchandising activities 
which speed up the movement of mer- 
chandise. He should be an idea man able 
to develop workable promotion programs 
He should have the personality and sales 
ability to sell his ideas and programs, not 
only to the food industry, but to the peo- 
ple within his own organization. While we 
have no definite age requirement, we be- 
lieve that this man will be found some- 
where in the range from 32 to 42. All in- 
quiries will be treated in complete con- | 
fidence. Please give details in your first 
letter such as age, experience, present 
position and why you feel you can meet 
the above qualifications. Our employees 
know of this advertisement 

Box 3589, ADVERTISING AGE 

11 E. 47th St., New York 17, N. ¥ 


SALES PROMOTION MAN 
Manufacturer of a highly essential, na- 
tionally advertised paper product, located 
65 miles from New York, a leader in 
its field for 40 years, needs a young man 
with several years’ experience for sales 
promotion, advertising and publicity. He | 
should be 26 to 32, draft exempt. Salary | 
open depending upon qualifications. State 
your case fully in first letter 

Box 3588, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 


Top Salary | 


PAY AS YOU SELL 
RADIO 


Sell your product by radio and 
pay on a basis of each sale! Over 
400 radio stations conduct no- 
money-down plan. We have com- 
plete list of stations and other 
information telling how to pro- 
ceed, etc. Complete list of sta- 
tions and information only $15.00 
postpaid. Immediate delivery. 
Send check or M.O. to RADIO 
SALES, Harlan, Iowa. 


| with complete experience resume, 


| tion 


HELP WANTED 
FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 

All types of positions for men and women. 
185 N. Wabash Fr-2 0115 Chicago 

PUBLISHING OPPORTUNITY 
Old established business paper covering 
a food processing industry, now under 
new ownership, offers substantial oppor- 
tunity to man between 30 to 45. Man 
needed must be sales-minded editor with 
proved ability in making advertiser con- 
tacts. Give full background, experience 
& general status 

Box 3587, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Il. 

CREATIVE ADVERTISING MAN 
Memphis advertising agency has real op- 
portunity for experienced creative adver- 
tising man, preferably skilled in layout, 
art and production. Should be able to 
handle all phases of advertising, visualize 
and follow through, write copy, plan, 
contact. Enclose samples or proofs of 
work, which will be returned, together 
refer- 
ences, age, salary expectations. Here is 
outstanding advertising opening with de- 
finite future for right person. Write 624 


| Commerce Title Building, Memphis, Ten- 


nessee 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF POSITIONS 
GEORGE WILLIAMS—PLACEMENTS 
209 S. State St HA 717-2063 Chicago 4 


POSITIONS WANTED 
I CAN HELP YOU IN THE 
SAN FRANCISCO BAY AREA! 
Free-lance sales and advertising man with 
20-year background and own downtown 
office has time available for contacts, co- 
py. layout, merchandising, sales promo- 
tion and publicity. Wr.te “H.P.” Room 
527,690 Market St., San Francisco 4, Calif 
CHECK THIS PLEASE 
Crisp layout, 
illustration by energetic man 26 married 
child, 3 yrs. experience free 
agency. Prefer Mid or Southwest. 
Box 3556, ADVERTISING AGE 
200 E. Lllinois St., Chicago 11, Il. 
SPACE SALES REPRESENTATIVE 
15 years trade papers & directories. Sales, 
management, promotion letters. Age 42, 
married, A-1 references. Want connection 
with rated publication 
Box 3570, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
Advertising Promotion Man 
Advertising Space Salesman— 
Just reaching fifty with 28 yrs. varied 
‘classified, display, trade pub., feature 
pgs. spec. editions) adv. sales exp. is 
available. Location immaterial, have car, 
bank refer, prefer commission basis. E. O. 
Brown, Claridge Hotel, St. Louis, Mo. 
COMPLETE-PACKAGE PUBLISHER 
Now closed own small Chicago magazine— 
publishing business due lack sufficient 
volume. Can completely handle any or all 
phases your magazine or trade journal— 
admin, writing, editing, layout, prod, circ, 
promotion, contact, etc, etc, as staff mem- 
ber, asst-to-publisher, or one-man opera- 
Sensible salary 
Box 3579, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
“CHICAGO AREA SPACE SALESMAN 
I'm stymied at $5200. Have sold a lot of 
space in the last five yrs. for several 
books. I'm 37, have a car, married & have 
some AA following. If I like your book, 
I'll be able to do a job for you. 
Box 3577, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
~~ GOOD CREATIVE COPYWRITER 
seeks change. Agcy. & other exp. Resume 
Box 3584, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


PRINTING WANTED 
We are equipped and in a position to 
print one more medium sized monthly 
publication, also catalogs, books, etc. 
Good workmanship and_ service. 
Prices right. No labor difficulties. 
Write Waverly Publishing Co., Wav- 


erly, Iowa. 


lettering, & some finished | 


lance & | 


invite inquiries to this end. 


Chicago. 


Here is a fine opportunity for 
a few midwestern buyers of 


PROCESS COLOR ENGRAVINGS! 


Due to the termination of a large contract, we now have 
available a part of our highly skilled and experienced 
color department and a certain allocation of highly 
critical materials for the production of process color 
engravings. This offer is limited to our capacity and we 


Box 7791, Advertising Age 
200 E. Illinois St., Chicago 11, Ill. 


Our plant is located near 


Advertising Age, January 29, 1951 


| POSITIONS WANTED 
CKEATIVE, CONTACT ACCT. EXEC. 

Returning NYC after 1% yrs. with largest, 

recognized Southwest Agency, creating & 


selling all types local advertising. Pre- 
vious experience, in NYC: Newspaper: 
Retail; 4-A Agency; 4 yrs. (46-49) with 


leading national publisher as adv. promo- 
tion mgr. on 2 major consumer magazines. 
Good on copy, layouts; love contact and 
selling; excellent knowledge printing, 
production, art; know media, research 
Tops on direct mail. Leaving grass roots 
now to return to national level as respon- 
sible creative contact for NYC 4-A agency 
Available Mar. 15. Salary minimum §$12.- 
000. Excellent references. Age 30, 2 child- 
ren. Will be in NYC week of Feb. 5 with 
samples 

Box 3575, ADVERTISING AGE 

11 E. 47th St., New York 17, N. ¥ 
EXPERIENCED FREE-LANCE PUBLIC 
RELATIONS-PUBLICITY GAL WANTS 
contact with small age icy needing copy- 
publicity help; manuf. .n search of Chi- 
cago rep; concern needing part-time editor 
of house organ 

Box 3578, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 
Editor, writer, knows all 
Magazines, metro, weekly 
tion, publicity 


phases nat'l 
papers, promo- 
New York or Midwest. 
Box 3581, ADVERTISING AGE 
200 E. llinois St., Chicago 11, Ill 
TY WRITER-PRODUCER 
Over 2 yrs. top TV exp. with Chi. Agency 
Have planned, written. produced network 
and local shows plus over 50 spots. Now 
Asst. to TV-Radio Dir. Coll. grad.—27 
yrs old—draft-free' Salary secondary to 
opportunity. If you need an exp. TV-Radio 
man capable of producing New and grow- 
| ing with the job—lI'd like to talk to you. 
Box 3583, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
PUBLICITY WRITER available for free- 
lance assignments. 20 years experience on 
home and fashion subjects includes staff 
jobs with chemical industry and trade 
| associations. Contacts editors, arranges 
press shows, supervises photos 
Box 3585, ADVERTISING AGE 
11 E. 47th St., New York 17, N. Y. 
ADV PROD MGR to take charge of all 
purchasing and production of printed 
matter. 10 yrs exp. as agency prod. mgr 
and industrial printing production. Tho- 
rough knowledge of production systems 
Box 3586, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 
PROVEN KNOW-HOW EDITOR 
Experienced all steps consumer and or 
| trade Magazines; conceive, direct, edit, 
assemble, write, layout, plus complete 
production experience that delivers qual- 
ity at less cost. Desire Chicago position, 
interesting challenge on established or 
starting magazine 
Box 3580, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


REPRESENTATIVES AVAILABLE 
CHICAGO REPRESENTATIVE 
A responsible publisher with some volume 
and large potential in the mid-west has 
an opportunity to secure the services of a 
successful space man and space sales ex- 
ecutive with over twenty years experience 
with metropolitan dailies and consumer 
and business publications 
Box 3582, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS 

FINE CANADIAN MAILING LIST 
175,000 Mail Buyers on Elliott Stencils. 
Will rent to reliable house. Can mail. 
Write-TOBE’S, Niagara-on-the-Lake, Ont 

SMALL OFFICE SPACE AVAILABLE 

Magazine publisher's representative in 
Pure Oil Bidg. tower wishes to share 
| 3 room suite. Phone CEntral 6-4176. 


Two Name Cummings, Brand 

The Rockford, IIL., office of Cum- 
mings, Brand & McPherson Adver- 
| ising has been retained to handle 
| the advertising of J. L. Clark Mfg. 
Co., manufacturer of tin boxes and 
containers. Trade publications and 
special promotional material will 
| be used. The agency also has been 
|mamed by Fort Clark Ranch of 
| Brackettville, Tex., guest ranch, 
using newspapers, magazines and 
brochures. 


Names Brown and Mack 
Walberg L. Brown, formerly 
musical director of WTAM, has 
been appointed vice-president and 
general manager of WDOK, owned 
by Civic Broadcasters Inc., Cleve- 
land. Wayne Mack, program direc- 
tor, has been named sales manager 
of the station. 


Cowles Elects Myers V. P. 


Vernon C. Myers, assistant to 
Gardner Cowles and former West 
Coast advertising manager for 
Look, has been elected a vice-pres- 
ident of Cowles Magazines Inc. 


Names Shaw & Schreiber 

Salem Furniture Co., Philadel- 
phia, manufacturer of bedroom 
furniture, has placed its advertis- 
ing with Shaw & Schreiber, Phila- 
delphia. 


Telefilm Appoints Roberts 
Brigadier General James T. Ro- 

berts has been named special rep- 

for 


resentative in Washington 
Telefilm Inc., Hollywood, 
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MY MOM TAKES 
CLOVER LEAF MILK ! 


SSsssassa" ‘ 


qouhaemienatemeenae 
ee ee 8 ee 2 Pon One! ro 
one 
YOUNG SALESMAN—This year's com- 


paign for Clover Leaf Creameries, Min- 

neapolis, depends on the power of the 

young fry to put over o sales talk. News- 

paper copy ond outdoor boards carry 

@ series of youngsters’ heads and use the 

same “My mom” line. Olmsted & Foley is 
the agency. 


Canadian Ad Volume 
for 1951 Will Stay 
High, Survey Shows 


Toronto, Jan. 23—Advertising 
expenditures in Canada are ex-, 
pected to exceed those of 1950, al 
“record year,” according to the an- | 
nual forecast of sales and adver- | 
tising plans made by Marketing 
here. 

“On the basis of returns received, 
Marketing believes that 1951 will 
see an increase of from 12% to 
20% in advertising appropria- 
tions,” the paper said. “This might 
mean an increase of 5% to 8% in 
linage, since so many publications 
have raised advertising rates for 
1951.” 

According to the weekly, 53.9% 
of Canadian national advertisers 
plan to spend more money in 1951; 
33.3% will spend the same as in 
1950; 4.7% will spend less, and 
8.1% reported as undecided. 


Sets Lager, Ale Campaign 


Blue Top Brewing Co., Kitchen- 
er, Ont., has launched an exten- 
sive drive for its New Yorker 
lager and Premium ale. The pres- 
ent schedule includes Ensign, New 
Liberty, Standard and Time-Can- 
adian Edition. The brands featured 
are new, postwar products. Copy 
will put emphasis on label iden- 
tification. Walsh Advertising Co., 
Toronto, handles the account. 


Becomes H. H. DuBois Inc. 


S. E. Roberts Inc., Philadelphia 
agency, has changed its name to H. 
H. DuBois Inc. H. H. DuBois is 
president. Philip A. Streich, for- 
merly with the Atlanta office of 
Curtis Publishing Co., has been 
named vice-president in charge of 
media. Malcolm G. Rollins, for- 
merly promotion manager of Cos- 
mopolitan and Good Housekeeping, 
has been appointed copy chief. 


Buys McAdams Franchise 
Douglas G. Brady, formerly 
president of Security Manage- 


ment Co., Beverly Hills, Cal., has 
purchased the McAdams System 
franchise. The McAdams System 
specializes in teaching salesman- 
ship, public speaking and sales 
genetics to business executives and 
professional people. Mr. Brady 
will open his office in Sao Paulo, 
Brazil, on Feb. 1. 


Anti-Stick to Dickerman 


Anti-Stick Corp. New York 
(formerly Reliable Household 
Products Co.), has appointed Dick- 
erman Advertising to handle its 
promotion. Initial ads in local pa- 
pers will be placed shortly push- 
ing a “l¢ sale,” through 100- to 500- 
line insertions, dealer aids and 
point of sale material. 


Harvey Scott Joins Lynn 


Harvey Scott has joined George 
I. Lynn Advertising, San Francis- 
co, as an associate. He formerly 
operated his own advertising agen- 
cy in Oakland. 


Rickert Joins Fist Brokerage 

A. P. Rickert, advertising and 
sales promotion manager for Pacif- 
ic American Fisheries, Bellingham, 
Wash., and its subsidiaries, Ceder- 
green Frozen Pack Corp. and 
Deming & Gould, has resigned to 
join the sales organization of Fist 
Brokerage Co., Minneapolis. 


Insurance Firm Names Kytle 
Calvin Kytle, formerly assistant 
to the publisher of the Times, Cal- 
houn, Ga., has been appointed as- 
sistant director of public informa- 
tion of Farm Bureau Insurance 
Companies, Columbus, O. 


Names Delbert Livingston 
Delbert E. Livingston, editor of 
Florida Grower, has been named 
secretary-manager of the Canners 
League of Florida, Lakeland. 


Ekco Buys Lusto Cleanser 

Ekco Products Co., Chicago, has 
purchased the name and assets of 
Lusto, household copper cleanser 
The company plans to merchan- 
dise the product through its regular 
trade channels. Promotion plans 
include nationwide demonstrations, 
wherever Ekco demonstrators are 
employed. 


WIOD Appoints Joseph Lopez 

Joseph Lopez, formerly station 
manager of WICC, Bridgeport, 
Conn., has been named to handle 
news and special events broadcasts 
of WIOD, Miami, Fla. 


Schmid Elected President 
Walter A. Schmid Jr. has been 
named president of the North Tex- 
as Advertising Co., Fort Worth. He 
succeeds the late W. A. Gibson Jr.| 


FIREPROOF 
MATERIAL 
FOR 


FROSTEE SNO AVAILABLE IN BLOCKS OR FABRICATED TO ANY 
DESIRED SHAPE. Translucent permitting colorful illumination 
Frostee is most idea! for cool looking, attractive and persuasive 
summer displays as well as for realistic reproductions of winter 
and Christmas atmosphere point-of-sale displays. 
FROSTEE SNO CO., ANTIOCH, ILL 


The Pioneer Synthetic Snow Display Line 
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Buyability is GREATER 
Cost of Sales is LOWER in 


SYRACUSE, N. Y. 


For years a key market, Syracuse’s importance is now shown more clearly 


than ever as the result of 1950 test market studies reported in Sales Man- 


agement’s survey of metropolitan and test markets. In actual test cam- 


paigns, placed in 1950 as reported in these studies, Syracuse ranks: First 


in New York State for cities of all sizes; First in the Middle Atlantic 


States for cities of all sizes, and second among cities of its size in the 


United States. 


Widely diversified industries and extensive agriculture provide steady 


employment, maintain high family buying power. 


Ideal for testing — growing in population — and consistently high in 


retail sales volume, this responsive market at the Hub of the Empire State 


now offers greater opportunities than ever. 


SYRACUSE 


For Complete 


Market Coverage 
at ONE LOW COST— 


SYRACUSE NEWSPAPER CIRCULATION provides 
complete coverage of this key market. Today, more 
than 215,000 daily and 333,000 Sunday circulation 
delivers the message of manufacturer and retailer to 
this great, ready-to-buy, able-to-buy audience. 


HERALD JOURNAL— POST STANDARD 


(Evening) (Morning) 
HERALD-AMERICAN POST-STANDARD 
(Sunday) (Sunday) 


GENERAL ADVERTISING REPRESENTATIVES MOLONEY, REGAN & SCHMITT 
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director of the building materials 
division of the National Produc- 
tion Authority, said military re- 
quirements and strategic stockpil- 


Good First Quarter, 
4 ing will require at least one-fifth 
800,000 51 Units of all the rubber, metal and hard 


Cuicaco, Jan. 24—In spite of} goods in the country. 
increasing shortages, most build- The country may anticipate a 
ing supplies manufacturers have} very substantial upward trend in 
enough materials on hand for the| the volume of industrial construc- 
first quarter of 1951, Thomas P./ tion, Mr. Haynes said. “One ob- 
Coogan, president of the National] servation quite worthy of mention 
Assn. of Home Builders, told the] here is the fact that many more 
group's seventh annual convention] pounds of steel and copper and 
and exposition here this week. aluminum and zinc are required to 

Mr. Coogan predicted that “we| satisfy the industrial construction 
will be able to build 800,000 houses | dollar than the home construction 
this year because Americans have} dollar,” he added. 
learned that housing is just as im- 
portant to civilization as food and Squibb to Sponsor Six 
other items of living.” Toscanini-NBC Concerts 

Frank W. Cortright, executive 
vice-president of the association, he ae = 
predicted that home builders may’ first of six broadcast concerts of 
anticipate relaxation of credit con-| arturo Toscanini and the NBC 
trols in key defense areas in the} Symphony Orchestra. The first 
immediate future. Of a similar| program started at 6 p.m., EST, 
opinion was Sen. John J. Spark-| with the remaining concerts begin- 
man (D., Ala.), who spoke to a| ning at 6:30 p.m., EST. All will 
general session Wednesday after-| continue until 7:30 p.m., EST. 
noon. There will be no promotion of the 
| company’s products on the broad- 
‘ , casts. Instead, the medical, dental 
s At a panel meeting on the out-! ang nursing professions, hospitals 
look for supply and distribution of) and teaching and research institu- 
building materials, J. L. Haynes, | tions will be honored. 


Home Builders See 


4) 


=> - VWou ean’t 
cover all 


of America’s 


without the 
LONG BEACH 
PRESS-TELEGRAM! 


Long Beach is one of the biggest and wealthiest segments of 
America’s 3rd largest market. This completely autonomous city's 
retail sales exceeds those of Toledo, Ohio, by over 66 million dollars 

. and yet Toledo outranks Long Beach by over 50,000 people !* 


You can't afford to overlook Long Beach! And you can't cover 
Long Beach without the Press-Telegram! 


Press-Telegram readership in Long Beach 
is five times greater than the readership of 
any ot the Los Angeles dailies which claim 
adequate coverage of the rich Long Beach 
area. Press-Telegram coverage in Long Beach 
is greater than all of these newspapers com- 


bined. 


Sales Management's 1950 Survey of Buying Power 


IMPORTANT — 7 is 
Use Long Beach to MORE THAN 2 OUT OF 3 READ THE 
test America’s third 
largest market effec Pp Ci | 
tively and economic ress e e ram 
ally. Relatively easy 


control of all factors 


IN LONG BEACH, CALIFORNIA 


in this segregated por- 
tien will give results 
that can be used with 


confidence elsewhere. 


National Representative: Cresmer & Woodward, Inc. 


-—— 


oy 


‘Thee Best Haitts Mews of the Tear” 
eee Re teweres | 
ANAMIST aque coufirmed by Dectow' 


ang an 


proved 
again by overwhelming 
medica! evidence | 


Taken on exposure or at the first sign of a cold— 


[ Millions Now De This at the First Sign of a Cold! | 


CONFIRMATION—This is one of the news- 
poper ads used by Anahist Co. to call 
attention to the antihistamine article in 
the February Reader's Digest, which con- 
firm's the Digest’s 1949 report on “Ana- 
hist’s effectiveness’ (AA, Jan. 22). 


Personna Price Cut, 
Budget Increased 


New York, Jan. 24—Personna 
Blade Co. will reduce the price of 
Personna blades as soon as dis- 
tribution of new merchandise is 
effected, and will shortly launch 
a media schedule in excess of 
$500,000, “the most extensive ad- 
vertising program in the history 
of the company,” according to Otto 
E. Kraus, president. 

This is the first price change for 
Personna since they were first 
marketed 15 years ago. Personna’'s 
present prices of ten for $1 and 
five for 50¢ for double and single 
edge and ten for 59¢ and 20 for 
89¢ for injector blades will change 
to five for 25¢, ten for 49¢ and 20 
for 89¢ for the entire line. The new 
line is completely repackaged and 
features a used blade vault. 

J. D. Tarcher & Co., New York, 
will break the advertising promo- 
tion with a full page in Life, 
April 2, to be followed by regular 
smaller insertions in the maga- 
zine. Fifty newspapers in 38 cities 
will aggregate more than 10,000 
lines on a once-a-week schedule, 
April through November. All ads 
will use the theme, “I liked ’em at 
a dime, I love ’em at a nickel.” 

The over-all Personna budget, 
including dealer aids and sales 
promotion, is $1,000,000. 


Y&R Seeks to Improve 
Readership of Drano Ads 


Young & Rubicam, New York, is 
attempting to increase readership 
for Drano ads currently running, 
by using cartoons and linking the 
ads with Windex promotions. Both 
products are made by the Drack- 
ett Co., Cincinnati. The Windex 
ads have always had good reader- 
ship, according to the agency, but 
Drano has lagged, because of the 
type of product. 

The agency has taken half pages 
in the February issues of Better 
Homes & Gardens, Good House- 
keeping, McCall’s and Woman's 
Home Companion, divided the 
space in half, and used cartoon 
treatment for the two products. 
Other than similarity of layout, 
there is nothing to indicate that 
the two ads are one insertion 
placed for one company. Drano 
and Windex ads are running in 
other publications, separately 
placed because of specific con- 
siderations. 


Ronson Promotes Des Reis 

John F. Des Reis, formerly gen- 
eral sales manager, has been 
named vice-president in charge of 
sales of Ronson Art Metal Works, 
Newark. 


Advertising Age, January 29, 1951 


December Sales of Chain Stores 


1950  ©~=—:1989 
Food Chains 
Colonial Stores ....$ 16,238,000 $ 14,041,000 
“Grand Union ...... 16,475,993 13,899,101 
D weeateneess 16,368,899 13,788,263 
Kr Ce .. 78,272,959 64,282,214 
National Tea ...... 28,851,122 22,657,620 
dha ae enl 94,336,036 82,569,155 
Group Total ....$250,543,009 $211,257,353 
Mail Order 
"Sears, Roebuck . $334,867,966 052.936 
Spiegel ........ 17,222,008 17,477,087 
*Montgomery Ward.. 164,189,916 150,419,558 
Group Total $516,279,890 $451,.949,581 
Orug Chains 
a euassne ..$ 5,529,874 §$ 5,141,392 
SD ccccescee 18,569,773 17,984,011 
Group Total .... $24,099,647 $23,125,403 


Variety and Miscellaneous 


% Gain 12 months ———.°%% Gain 
or Loss 1950 1949 or Loss 
+15.6 $ 179,330,000 $ 168,559,000 + 6.4 
+185 132,166,573 113,809,014 +16.1 
+18.7 188,688,928 168,787,620 +118 
+217 861,212,406 807,739,440 + 6.6 
+27.3 315,224,594 274,332,677 +149 
+14.2 = 1,100,931,153 1,094,887,235 + 0.5 


+186 $2,777,553,654 $2,628,114,986 + 5.7 


+17.9 $2,482,378,872 $2,135,239,964 +16.3 
—14 143,431,523 132,866,274 + 7.9 
+ 92 1,169,553,727 1,107,419,519 + 5.6 


+14.2 $3,795,364,122 $3,375,525,757 +12.4 


+ 76 $ 47,250,678 $ 46,762,956 +.10 
+ 3.3 164,500,933 162,316,182 + 13 
+ 42 


~$211,751,611 ~ $209,079,138 + 13 


*Angerman Co., Inc. .$ 1,028,960 $ 1,028,703 — $ 7,825,065 $ 8,193,623 — 45 
Beck, A. S. Shoe .. _ 5,700,060 5,018,496 +13.6 41,434,786 39,636,109 + 45 
Butler Bros. ...... 10,900,812 9,593,540 +13.6 121,871,356 092,490 — 3.3 
Consolidated Retai! 

SE ditteancont 3,522.666 3,418,547 + 3.0 38,3: 31,512,639 — 7.2 
Diana Stores Corp. . 2,500,652 2,271,432 +10.1 8,671,661 7,891,808 + 9.9 
Edison Bros. ....... 8,800,941 8,329,958 + 5.6 73,783,286 74,156,492 — 0.5 
Fishman, MH. .... — 1,955,676 1,727,352 +13.2 10,436,682 9,882,876 + 5.6 
Grant, W. T. ..... 42,914,232 40,112,606 + 6.9 247,950,084 233,831,615 + 6.0 
Grayson- Robinson 

ae 10,651,027 9,000,776 +18.3 83,550,273 75,131,637 +112 
"Green, HL. ..... 164, 16,883,482 + 7.6 95,463,477 93,275,317 + 2.3 
"Interstate Dept. 

eet 9,201,871 8,696,388 + 5.8 61,016,636 58,487,336 + 4.3 
Kinney, GR. Co. .. 4,447,000 3,903,000 +14.0 067, 32,199,000 + 5.9 
Kresge, S. S. ..... 51,682,767 49,518,326 + 44 295,658,707 967,124 + 2.3 
t= eee 871, 28,265,467 + 2.1 161,657,149 163,923,437 — 14 
Lane Bryant Inc. ... 4,857,740 4,525,479 + 7.3 48,504,29 49,472,136 — 19 
_ anon . 20,082,321 17,885,795 +123 118,164,429 114,220,730 + 3.5 
McCrory ....... -.. 17,686,183 16,592,813 + 6.6 640, 95,767,092 + 3.0 
McLellan Stores ... 10,818,562 10,257,130 + 5.5 53,179,266 51,406,829 + 3.4 
Melville Shoe Corp. 10,042,660 9,682,601 + 3.7 886, 71,864,212 — 14 
«Miller-Woh! Co. . . 432,359 4,168,464 + 63 14,136,245 14,296,757 — 1.1 
Murphy, GC. ..... 27,054,725 24,227,406 +11.7 150,507,467 141,310,517 + 6.5 
National Shirt Shops 3,806,031 3,679,475 + 3.4 17,330,834 6,057, +79 
Neisner Bros. ...... 10,518,407 10,285,159 + 2.2 58,259,837 57,785,251 + 0.8 
Newberry, J. J. .... 26,684,551 24,484,452 + 9.0 145,670,547 136,783,109 + 6.5 
Penney, J.C. ...... 147,036,674 132,556,149 +10.9 949,729, 880,200,216 + 7.9 
Sen's, 5-10-25 4,215,627 3,818,331 +10.4 19,548,207 17,605,581 +110 

orp. mer 

Gast qe 6,987,128 5,425,490 +28.8 43,454,052 38,464,467 +13.0 
“Sterchi Bros. 

SE Satis egitin x 285, 1,542,088 —16.6 12,586,375 11,388,783 +10.5 
Western Auto ..... 16,431,000 14,468,000 +13.6 156,103,000 125,432,000 +24.5 
Woolworth, F. W. .. 111,520,147 109,395.405 + 19 632,121,867 615,632,926 + 2.7 

Group Total $623,811,512 $580,762.310 + 7.4 $3,861,467,761 $3,680,869,705 + 4.9 


Combined Total $1.414,734,058 $1.267.074.647 +117 $10,646,137,148 $9,893,589, 


586 + 7.6 


“Five weeks and 44 weeks ending December 30. ‘Eleven month period. «Five month period. “Ten month 


period. 


Chain Store Sales 
Up 7.6% Last Year: 
Sears Gains 16.3% 


Cuicaco, Jan. 24—Sales of the 
41 chain store organizations whose 


figures are carried by AA totaled | 


$10,646,137,148 in 1950, an in- 
crease of 7.6% over 1949's total of 
$9,893,589'586. Chains measured 
include food, drug, mail order, 
variety and miscellaneous. 

As a group, the mail order chains 
showed the largest increase, with 
sales up 12.4% over the previous 
year. Biggest gain in this group 
was recorded by Sears, Roebuck 
& Co., with sales up 16.3%, from 
$2,135,239,964 in "49 to $2,482,378,- 
872 last year. Sears’ figures are 
only for the first eleven months of 
both years. 

Food chains had a sales increase 
for the year of 5.7%, with three 
chains showing substantial in- 
creases: Grand Union, 16.1%; Na- 
tional Tea, 14.9%, and Jewel, 
11.8%. 

In the variety and miscellaneous 
group of chains, which recorded 
an increase of 4.9% as a whole, 
the biggest percentage gain was 
made by Western Auto, with sales 


10.5%; and Diana Stores Corp., 
9.9%. 

Three chains in this same group 
that suffered the largest per- 
| centage losses during 1950 were: 
Consolidated Retail Stores, down 
7.2%; Angerman Co., off 4.5% and 
Butler Bros., down 3.3%. 

The two drug chains measured, 
| Peoples and Walgreen, showed in- 
creases of 1% and 1.3% respec- 
| tively, and a group gain of 1.3%. 


WMGM Increases Rates; 
Ends FM Duplication Fee 


WMG\M, New York, will increase 
its time rates across the board ef- 
fective March 1, Bertram Lebhar 
Jr., director of the independent 
Station, has announced. Class A 
time—weekdays, 6:30 to 11 p.m., 
EST, and Sundays, 1 to 11 p.m.— 
will be raised to $800 an hour. The 
current basic rate is $750 an hour. 
One-minute announcements will be 
boosted to $80, a raise of $5. 

Mr. Lebhar said the station's 
steady increase in audience is the 
| reason behind the move—WMGM's 
first rate increase in ten years. 
Contracts negotiated before the 
effective date will be protected for 
a year at the current rates. The 
| new card eliminates two advertis- 
ing costs—a 2% fee for FM dupli- 
cation and a separate A charge on 
spot announcements. 


j 


up from $125,432,000 to $156,103,- | 


000, a fat 245%. Others in this 
group showing large percentage 
gains for the year were: Grayson- 
Robinson Stores, 11.2%; Rose’s 
5-10-25, 11%; Sterchi Bros. Stores, 


K&E Moves Branch Oftice 


The San Francisco office of Ken- 
| yon & Eckhardt has been moved to 
- Crocker Bldg., Market and Post 
| Sts. 
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Conventions 


*Indicates first listing in this column. 
Jan. 29-30. Outdoor Advertising Assn 
of Pennsylvania, annual meeting, Hotel 


Hershey, Hershey, Pa. 

Feb. 2. Advertising Federation of 
America, Forum for ‘51, Grand Rapids, 
Mich 

Feb. 9-10. Northwest Daily Press Assn.. 
annual meeting, Hotel Radisson, Min- 
neapolis 

Feb. 12-13. Inland Daily Press Assn., 


midw.nter meeting, Congress Hotel, Chi- 

cago 
Feb. 

motion 


12-13. National Newspaper Pro- 
Assn., western conference, Am- 
bassador Hotel. Los Angeles. 

Feb. 16-17. Newspaper Advertising Ex- 
ecutives Assn. of the Carolinas, winter 
meeting, Alamance Hotel, Burlington, 
N. C 

Feb. 16-17. Pennsylvania 
Publishers Assn., display advertising con- 
ference, Penn Harris Hotel, Harrisburg 

Feb. 23. Associated Business Publica- 
tons, clinic meeting, Drake Hotel, Chi- 
cago 

March 6-7. Chamber of Commerce of 
the United States, 7th national marketing 
conference, Fairmont Hotel, San Fran- 
cisco 

March 12-13. 
Assn... marketing 
Astoria, New York 

March 22-23. Society of Business Mag- 
azme Editors, Hotel Statler, Washington, 
D.C 


Newspaper 


American Management 
conference, Waldorf- 


March 26-31. Advertising Specialty 
National Assn., spring meeting, Whitehall 
Hotel, Palm Beach, Fla 

March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Hot Springs, Va 

March 31. Advertising Federation of | 
America, Eastern AFA Intercity Women's | 
Club Conference, Washington, D. C | 

April 2-5. Premium Advertising Assn. | 
of America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago | 

April 3-4. Point of Purchase Advertising 
Institute, annual exhibit and symposium 
on store display advertising. Waldorf-As- | 
toria, New York. 

April 13-14. Advertising Federation of | 


America, Fourth District, Orlando, Fla. | 

April 14-18. Financial Public Relations | 
Assn., midyear meeting, Dallas, Tex 

April 15-19. National Assn. of Broad- | 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

April 17-20. American Management 
Assn., packaging conference, Atlantic 
City, N 


April 24-26. American Newspaper Pub- | 
lishers Assn., annual convention, Waldorf- | 
Astoria, New York | 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C. 

May 16-19. Associated Business Pub- 
licat.ons, annual conference, The Home- | 
stead, Hot Springs, Va 


May 17-18. Public Utilities Advertising 
Assn., annual convention, Hotel New 
Yorker, New York 

May 21-22. Inland Daily Press Assn., 


spr.ng meeting, Congress Hotel, Chicago. 

May 31-June 2. National Sales Execu- 
tives convention, Waldorf-Astoria, New 
York 

June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. | 

June 17-21. Advertising Assn. of the) 
West, 48th annual convention, Cosmopol- 
itan Hotel, Denver 

June 20-22. American 
conference, Hotel Statler, Detroit 

June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3lst annual 
convention, Mount Royal Hotel, Montreal, 
Can 

June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- 
politan Hotel, Denver 

July 7-13. International Advertising 
Conference, London, England. Registra- 
tion through Elon G. Borton, Advertising 
Federation of America, 330 W. 42nd St., 
New York 18 


Marketing Assn 


Sept. 17-21. Premium Advertising Assn 
of America, New York Premium Cen- 
tennial Exposition, Hotel Astor, New 
York 

Sept. 23-27. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 


Sept. 24-26. Assn. of National Adver- 
tisers, fall meeting, Waldorf-Astoria, New 
York 

Oct 13-16. Mail 
Assn., 30th annual 
Schroeder, Milwaukee 

*Oct. 15-16. Boston Conference on Dis- 
tribution, 23rd annual forv otel Stat- 
ler, Boston ~ 

Oct. 15-16. 
67th annual 
Chicago. 


Advertising Service 
convention, Hotel 


Assn., 
Hotel, 


Inland Daily Press 
meeting, Congress 


15-16. Agricultural 
, annual meeting, Chicago. 

Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston. 

Nov. 12-15. Financial Public Relations 
Assn., annual convention, Hollywood 
Beach Hotel, Hollywood, Fila. 

December (date not yet set), American 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston. : 


Publishers 


Letter Contest Date Set 


Closing date for the 15th Annual 
Gold Medal competition for the 
best business letters of the year, 
sponsored by Dartnell Corp., Chi- 
cago, business research publisher, 
has been set for Feb. 28. The con- 
test is open to any company or in- 
dividual, and any number of let- 
ters may be submitted. Entry 
blanks may be obtained from the 
Gold Medal Letter Editor, 4660 
Ravenswood Ave. 


Broadcasters Add KTSL 

KTSL, Los Angeles television 
station recently acquired by CBS, 
has joined the Southern California 
Broadcasters’ Assn. This gives the 
association a membership total of 
53 stations. 


Publishing Concern Moves 
American Fruit Grower Publish- 
ing Co. has moved its editorial, ad- 
vertising and circulation offices 
from 1370 Ontario St., Cleveland, 
to 106 Euclid Ave., Willoughby, O. 


Prints Educational Directory 


The educational division of Field 
Enterprises Inc., Chicago, is pre- 
paring for publication the 1951 edi- 
tion of “Patterson’s American Edu- 
cational Directory,” which con- 
tains names, titles and business ad- 
dresses of more than 50,000 school 
executives, including for the first 
time school officials in towns of 
500 to 1,000. The price is $10. 


Harlan Joins Stacker Agency 
Eugene H. Harlan, associate in 
advertising in the college of com- 
merce and school of journalism, 
State University of Iowa, has re- 
signed, effective Feb. 1, to become 
vice-president in charge of public 
relations of Glee R. Stacker Ad- 
vertising Agency, St. Louis. 


WENE Appoints Meeker 

WKNE, Keene, N. H., has ap- 
pointed Robert Meeker Associates 
as its national representative, ef- 
fective Feb. 15. The 5,000-watt 
station is a CBS affiliate. 


| Names Ley & Livingston 


Ley & Livingston, San Francisco, 
has been appointed to direct the 
advertising of C & W Frozen Foods, 
San Francisco. Radio and televi- 
sion will be used. 


Resigns Kaye-Halbert Account 

Vick Knight Inc., Los Angeles 
agency, has resigned the account 
of Kaye-Halbert Corp. Culver 
City, Cal., television manufacturer. 
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Moore Joins Muench Agency 

Robert E. Moore has resigned as 
vice-president of Ross Roy-Fogarty 
Inc., Chicago, to join C. Wendel 
Muench & Co., Chicago, as mer- 
chandising director. 


To Grady. Griffin & Brugger 


Hoffman Dairies, Telford, Pa., 
has appointed Grady, Griffin & 
Brugger. Doylestown, Pa., to han- 
dle its advertising. 


Woy CHANGE-AD FRAM 


For BUS...TROLLEY 
TRUCK FLEETS ond TAXIS 


@ HEAVY DUTY FRAMES © PHOSPHATE COATED STEEL 
© SOLID or OPEN BACK © MATCHED COLORS in BAKED ENAMEL (Optional) 


THE 
816 Phillips Avenue «+ 


Laerature and Proves 


YARDER MANUFACTURING CO. 
Tolede 12, Ohie 


“OUR NEW LETTERHEADS 
/ LOOK WONDERFUL, 
MR. WHITE!’ 


“Yes! They’re on 
Hammermill Bond. That 
was our printer's idea!” 


YOUR PRINTER, a specialist in paper, 
recommends Hammermill Bond because 
he knows from experience that it will 
bring satisfaction to you and your good 
will to him. He knows that 


its snow- 


white appearance adds impressiveness 
to your business messages... that its 
firm, smooth surface enables your typists 


LOOK FOR THE WATERMARK... | IT 


1S HAMMERMILL'S WORD OF 


to do faster, neater, clearer work. 


All-round good quality 


cost has made Hammermill Bond the 
choice of hundreds of thousands of pro- 
gressive businessmen. They specify it 
year after year. But why not examine 
Hammermill Bond for yourself? Send 
for your FREE sample book today. 


You can obtain business printing on Hammermill papers wherever you see this 
shield on a print-shop window. Let it be your assurance of quality printing. 


Hammermill Paper Company, 


mill Bond. 


Name 


1459 East Lake Road, Erie 6, Pennsylvania 
Please send me—FREE —the sample book of Hammer- 


at modest 


Position 


(Please attach to, or write on, your business letterhead.) 


HONOR TO JHE PUBLIC 
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Takes Ad Council to Task 

for ‘Psychological Error’ 

* To the Editor: Enclosed is a 
tearsheet from the current Adver- 
tising Council campaign against 
tuberculosis which I think commits 


a serious psychological error. 


The headline and_ illustration 
portray a hard-boiled boss sneer- 
ling at the idea of X-raying his 


employes. The copy sternly takes 


ptude 
Then the copy asks this same 


For “ 


your 
BINDERY 


This department is a reader’s forum. Letters 


3 rahe. 


é 


unsavory character to post the ad 
on his bulletin board for all his 
employes to see. Fat chance of any 
boss doing that! 

Sometimes you can defeat your 
own purpose by striving too hard 
for a “shocking” approach. 

JULIAN FRANK JR., 

Julian Frank & Associates, 

Chicago. 

es . 7 
Readers Praise Creative Man's 
Comment on ‘Capitalism’ Ad 

To the Editor: Congratulations 
on The Creative Man's Corner in 
| your Jan. 15 issue, containing the 
}excelle.. criticism of the adver- 
tisement headed “Capitalism” and 
signed by Thomas J. Watson. The 
| Corner ably demonstrates how im- 
portant it is to think through a 
problem, rather than merely to 
THINK. 

If more of the people who are 
trying to explain the American 
system to the public would ex- 
press themselves as well as the 
Corner has in his fifth paragraph, 
more of the “little guys and gals” 
among us would get the point. 

CLINTON D. Carr, 

President, Clinton D. Carr & 

Co., Baltimore. 


Shim to task for his unsocial atti- | 


To the Editor: May I commend 
you on the conclusions expressed 
| in The [Creative Man's] Corner of 
he Jan. 15 issue of ADVERTISING | 
Ace. You have said more in a few | 
words than other writers have said 
in reams of copy. 

If it is true that we must sell our 
capitalist way of life to Americans, 
and this certainly seems to be true, 
then the ideas The Creative Man 
expresses are the ones which will | 
do it. Those are the values which 
will mean something to the “little 
guys and gals” as well as to the 
“big wheels.” 

Some time ago I ran across some 
literature developed by a group of 
the national advertising agencies 
designed to speak for capitalism 


Today's Biggest and Best Buy | 


Alecie 


—_ 


are welcome. 


| has 
| the cartoon implies that the “big 


pas 


al 


and the so-called American Way 
of Life. It was fancy and costly and 
was not aimed well at the little 
people, we ordinary Joes and Janes 
wno make up at least 95% of 150,- 
000,000 Americans. Why don’t you 
take the ideas The Creative Man 
has expressed so well and expand 
and develop them into copy for: 

1. National advertisers. (In pa- 
pers, magazines, radio and TV.) 

2. Ad inserts in package goods. 

3. Leaflets for insertion in pay 


envelopes. 
4. Leaflets for distribution by 
schools, churches, clubs, lodges, 


etc. 

5. Ads and ariicles in trade jour- 
nals and house organs. 

Perhaps the agencies, referred 
to above, could suggest means of 
financing. 

Thanks again for the valuable 
comments. 

Lewis F. CHAPMAN, 

Director, Osteopathic Progress 

Fund, Chicago. 


7 

To the Editor: Holy smokes! I 
share [The Creative Man's] 
thought [about Thomas J. Watson's 
IBM “Capitalism” ad]... but it’s 
democracy that lets a guy shoot 
off the mouth, etc., and not capital- 
ism. Capitalism is incidental to 
democracy, a form of economic 
thought; democracy a form of poli- 
tical thought. 

We've been finding out that both 
can exist separately, despite the 
cries and lobbies of those who 
benefit by the gouge opportunities 
inherent in raw, naked free enter- 
prise. There will be a lot of people 
born today, tomorrow and the next 
day who won't have the advan- 
tage of a Mayflower family, for 
instance, who should share in 
America too...but can't if we 
don't watch the vultures who cry 
red at the drop of a hat 

A people-controlled economic 
system will be the answer to con- 
tinued U.S. success in today’s 
harried world. No matter what it’s 


called, the people, i. e., government, | 
not corporate brass of inherited | 


opportunity, will call the plays. 

Epwarp J. CARLIN JR., 

Philadelphia. 

e - . 
Sees a Lesson for Agencies 

To the Editor: While the cartoon 
in the Implement & Tractor adver- 
tisement of your Dec. 25 issue was 
intended only for a laugh, there 
was a deep moral behind it all. 
The situation depicted obviously 
happened many times, and 


| shot" of the account is at fault. I 


| 


don’t know who the cartoonist is, 
but it would seem that he slyly 


| gives the true answer right in the 


in Northwestern Indiana 


is the 


drawing. 


Notice how the account has 


| changed. It can be concluded that 


195% INCREASE 


LAFAYETTE RETAIL 


BUSINESS VOLUME 


(PERIOD 1938-48 — U. S. BUSINESS SURVEY) 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL anno COURIER 


LAFAYETTE, INDIANA 
SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


this change is the result of the 
growth of the individual as well 
as the company, but now look at 
the agency man—he hasn't changed 
at all. In fact, he still has on the 


same suit. 
And that, my friends, is usually 
the reason why a small account 


WHY ADMEN GET ULCERS... 
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changes agencies when it grows 

into a big one—the agency has not 

grown with it! That is a lesson all 

agency men should remember. 

Pete KEck, 

President, Keck-Franke Ad- 
vertising Agency, Oconomo- 
woc, Wis. 


. + . 
Leadership Implied 
To the Editor: Enclosed you will 
find an advance proof of an adver- 
tisement to appear in the March 
issue of Fortune. 
While this advertisement has 
| strong connotation of war, in its 
| conception the ideas of skill and 


COMMAND PERFORMANCE! 
- «be Peace or War 


leadership are emphasized rather 
than the frequently used war ap- 
peals of force and brutality 

It takes courage on the part o. 
a client to approve an idea like 
this where almost anything can 
happen between the publication 
closing date and the actual ap- 
pearance of the advertisement. 

We can only hope for a good 
break! 

J. B. Rocers, 

Vice-President, The Fensholt 

Co., Chicago. 


. * s 

Embellishment Useless, 
Ad Writer Learns 

To the Editor: In this day of 
comical (?) cartoons, wise-crack- 
ing, etc., in advertising, there seems 
to be two schools of thought; one 
school believes in and uses it and 
the other abhors it. Count me in as 
a pupil in the latter school. 

After writing copy for 50 years 
I have seen a lot of vogues in copy 
come and go, but sane, sound, 
down-to-earth copy still survives 
and makes up the majority of the 
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copy being printed. The use of 
clever copy, I suppose, is an effort 
to make people sit up and take 
notice. Then, too, being clever 
caters to our ego—and are copy- 
writers subject to that affliction! 
Including this writer. 

A case in point. Every copy- 
writer worth his salt seeks to be 
refreshingly different. Well—I 
have just run a classified ad, seek- 
ing stud service for my white 
collie, Sir Beecher. But classified 
copy reads pretty true to stereo- 
typed form, and I now think 
| rightly so. My ad read: 

Collie. Sir Beecher. Mormon. Has 
flock of wives. Seeking new mates. 
Maidens or grass widows. Collies 
| wanting beautiful pups, call phone 


At this writing I have had eight 
| phone calls and, believe it or not, 
| all eight wanted to know how 
}much were my pups. There’s a 
lesson in this on straight, simple 
talk without embellishment, so 
anyone can understand it. Query? 

How many ad readers know what 
embellish means? 

HERBERT STALKER, 

Flint, Mich. 

+ * 7 
| Spots a ‘Creative’ Sample 
To the Editor: If you think 
“creative copy” is dead, take a 
look at this ad, clipped from a 


HELLO FOLKS 


The winners of last week's ad were 
Doc. Moore, answer, “the Republicans 
| built the Hoover Dam”; Wm. Moose, 
answer, “when they went out of office”. 
Folks! this is not a joke! It really is seri- 
ous. The Republican Party has spent so 
much time and money knocking and 
criticizing the Democrats that it has turn- 
ed out to be an advertising agency. They 
are forcing us into a one party system, 
which is not_good for our chik’ren to 
grow up under. The people used to crit- 
icize the Ford Car but they made a mil- 
lionaire out of Henry. You have criticized 
the waste of paper by the Democrats, yet 
you used the same scarce commodity to 
advertise Jackasses and Pumpkinsfor sale. 
As you have nothing else to offer you 


have forced us to vote the Democratic 
ticket_again because we get more kick 
out of a live donkey than a dead elephant. 
Wake up Republicans, there must be at 
least one among you who could think up 
something to give us back a 2 party system 
bv 1952. Also we have a lot of GRO- 
CERIES FOR SALE... . MOTHER'S 
BEST FLOUR, 50 POUND BAG 3.39. 


num © 0 fe ee Seon 


LINDSTROM'S 


pre-election day issue of the Daily 
Leader, Madison, S. D 
I don't know what the preceding 
ads in this series were like but I'll 
bet they were good! 
HAROLp E. Frnt, 
Barney Lavin Inc., Fargo, N. D. 


YOUR DESIGN — ON NECK-TIES! 


A CRAMATIC PUNCH’ FOR YoUuR 
CONVENTIONS. SALES MEETINGS, 


Your design silk-screened on proud-to-be- 
worn ties. Complete service 
Send rough sketch of your design and quan- 
tity desired for quotation 
The Esgey Company 
120 S. La Salle Street 
DEarborn 2.6274 


Chicago 
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Paper Situation Worries Magazines and 
Advertisers; See 2nd Half Restrictions 


New York, Jan. 23—Advertisers | 
and agencies are beginning to 
share with magazine and business 
paper publishers the concern which 
the latter have experienced in rec- 
ent ‘months regarding the paper 
situation, both as to price and sup- 
ply. 

Some agencies, it is reported, 
are already checking media as to 
whether in the event of paper 
rationing or other shortages inser- 
tions of advertisements will be 
guaranteed. The feeling among 
some buyers of space is that an 
advertising boom may be immi- 
nent, and that the current tight 
paper situation may thereby be 
rendered still more acute. 

Publishers using book paper 
are rapidly assuming the point of 
view of newspaper publishers, who 
have been struggling for some time 
with the high prices and short 
supplies of their basic material, 
newsprint. As a matter of fact, 
both groups are now working to- 
gether to discuss the situation and 
to assure reasonable regulations 
in the event that government in- 
tervention on both price and sup- 
ply fronts becomes necessary. 


e The efforts of magazine men to 
interest the Economje Stabiliza- 
tion Agency in a price rollback 
on book paper to Dec. 1, thus 
invalidating the most recent in- 
crease, have not been entirely in 
vain, as a sympathetic understand- 
ing of publishing problems has 
been indicated by Washington. It 
is the feeling in publishing circles 
that even if no rollback is author- 
ized, the current price line may 
be held, especially as ESA is now 
demanding seven days’ notice of 
any proposed increase in prices 
before they are permitted to take 
effect. 

Publishing opinion leans to the 
idea that present supplies, based 
on current book paper production 
in excess of stated mill capacity, 
will be adequate, in the event that 
consumption does not increase. 
The only hardship cases reported 
at present are among small pub- 
lishers who have been buying spot 
paper, and who consequently have 
been having difficulties maintain- 
ing their supply. Contract users) 
are in a comfortable position as 
far as current deliveries are con- 
cerned. 


e Another factor which is being 
given emphasis is the increased 
rate at which magazines are mov- 
ing on the newsstands. Some sharp 
increases for the past two months 
have been reported. Increased cir- 
culations, combined with the in- 
creases in advertising which major 
magazines have reported, both as 
to current issues and _ business 
scheduled for later insertion, are| 
making forecasts as to the supply- | 
demand situation particularly dif- | 
ficult. | 

A printing and publishing divi-| 
sion has been set up in the Na- 
tional Production Authority, with 
Donald Shook, publisher of the | 
News, Media, Pa., in charge. Mr. 
Shook was deputy director of the | 
printing and publishing nape 
of the War Production Board dur- 
ing World War II. One also ulti-| 
mately will be set up in ECA, but | 
no plans yet have been made for it. | 

Based on the present situation, | 
it is predicted that rationing of 
both book paper and newsprint 
will not become necessary before | 
July 1, 1951. However, the con- 
sensus is that if government re- 
quirements continue to mount, in 
keeping with the experience in the 
last war, there will be no alter- 
native to control and rationing 
for the last half of this year. 


e If paper rationing goes into 
effect later on, most publishers 


will be unable to meet the situa- 
tion through the use of lighter 
papers, trimming margins and 
other devices which enabled them 
to increase the available “acreage” 
of printing papers. The reason is 
that many publications held to 
their smaller trim sizes after re- 
strictions were lifted at the end 
of World War II, and also that the 
weights of paper are not as great 
as they were ten years ago. There 
is still some margin, however, as 
typical general magazines are now 
using a 43% base paper, whereas 
during the last war they got 
weights down to 382. 


@ Magazine publishers are study- 
ing with great interest both the 
current earnings statements of pa- | 
per manufacturers and the prices | 
at which their stocks are selling 
on the market. They point out that | 
estimated 1950 operating profits, | 
before taxes, were almost twice as 
great as for the previous year, 
based largely on the higher rates 
of capacity at which the mills 
operated last year as compared 
with 1949, and the 13% increase 
in paper prices which have taken 
effect during the past year. Anal- 
yses of the movement of paper 
company stocks on the exchanges 
have also revealed a larger per- 
centage of increase than any other 
single group of industrials. 

In contrast with this, industry 
spokesmen point to the narrow 
margin of profit they have ex-| 
perienced, averaging about 4% of 
gross. Some publishers, following 
the latest increase in the price of 
book paper, which took effect Jan. 
1, insist that further rate increases 
are inevitable, if they are to oper- 


ate with any margin of profit 
whatever. 
Launches Lima Bean Drive 


The California Lima Bean Grow- 
ers Assn. has launched a 43-city 
advertising campaign for Seaside 
limas, using newspapers, maga- 
zines, radio and television. Mogge- 
Privett Inc., Los Angeles, is the 
agency. 


The Eye and Ear Department 


home, recorded on tape 
That seems to be the nota- 
ble contribution Godfrey 
has made to both radio and 
TV—conducting himself 
more as a visitor to your 
home than as a paid enter- 
tainer. It undoubtedly ac- 
counts not only for his pop- 
ularity but for his con- 
stantly growing and loyal 
following. 

At the sam> time, prob- 
ably because the show is so 
casual and rambling—with 
no pace whatsoever—the 
amount of corn and the 
number of cliches are neg- 
ligible. Godfrey's listeners 


the Reader's Digest. 


CBS, as half of America must know by this time, presents 
Arthur Godfrey every morning of the week—and Toni, Rinso, 
Pillsbury, Nabisco and Chesterfield foot the bill. 

It’s a big dose—but because no Godfrey show is concentrated 
in any respect, it really doesn’t seem long. In fact, what happens 
sounds very much like a playback of some evening in your own 


seem chiefly 
script, sending him numerous telegrams and newspaper clippings 
every bit as fresh and homey as the bits of humor you find in 


The commercials are handled by Godfrey himself—in the 
usual fashion. Sometimes they just don’t happen. When they 
do, Godfrey really puts himself into them—saying things about 
Toni, for example, that Toni couldn't say for itself vis a vis 
competition. Putting yourself in the shoes of the sponsor you 
can understand why Godfrey must constantly swing from the 
extreme of encomium to the extreme of anathema in his mind 
Unfortunately—and fortunately—that’s Godfrey. 


responsible for the 


Business Group Elects 

Harold J. Nutting, vice-presi- 
dent and general manager of Mar- 
shall Field & Co., Chicago, has been 
elected president of the Chicago 
Better Business Bureay. Harold A. 
Moore, senior vice-president of 
Chicago Title & Trust Co., has 
been named vice-president. 


Pabst Sales Promotes Morley 
John F. Morley, formerly assist- 


ant sales manager of the Chicago) 
Pabst | 


metropolitan division of 
Sales Co., Chicago, has been named 
sales manager of the division. He 
succeeds R. J. McAuliffe, who has 
been named assistant general sales 
manager of the company 
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To Honor Home-State Products 


Minnesota will honor products of 
its own manufacture and promo- 
tion during a special “Made in 
Minnesota Week” campaign set for 
April 2-8. Jointly sponsored by the 
Minnesota Junior Chamber of 
Commerce and the State Depart- 
ment of Research and Develop- 
ment, the drive will dramatize 
Minnesota industry's contributions 
through a concentrated publicity, 
advertising and educational cam- 
paign 


RCA Victor Appoints Three 


Robert A. Seidel, vice-president 
in charge of distribution of RCA 
Victor division of Radio Corp. of 
America, Camden, N. J., has been 
named to the newly created posi- 
tion of vice-president and special 
assistant to the vice-president and 
general manager. Harold M. Win- 
ters has been appointed director 
of consumer products distribution, 
and H. V. Somerville has been 
named director of technical prod- 
ucts distribution. 


KOA, Denver, Names Bevis 
NBC operated station, KOA, 
Denver, has named Charles B 


Bevis, formerly executive assist- 
ant to James Gaines, NBC vice- 
president in charge of owned and 
operated stations, as director. He 
succeeds Lloyd E. Yoder, who has 
been transferred to San Francisco 
as station director of KNBC. 


Bogerts Adds Partners 

Ray Tibbetts has joined Bogerts, 
Los Angeles agency, as a partner, 
| The agency has changed its nam 
| to Bogerts & Tibbetts. Aiso nam 
a partner of the agency was Nag 
Piersol, media director. 


4)..MIi 


B/4 car 


4 


—ready for intensive sales development! 
You reach all segments of the Southern 
and Southwestern automotive trade with 


SOUTHERN AUTOMOTIVE JOURNAL 
@ 806 Peachtree St., N. E., Atlauta 5, Ga. 


LLION 


market! 


Studeboker 


Sears 


Edelweiss 


You've heard it before and you'll hear it again 
.. + “There's no substitute for experience.” 
ever-increasing group of film users is learning 
that thirty-seven years of Atlas know-how is an 
important factor in the production of top quality 
motion pictures, sound slidefilms, 
mercials. With complete creative, photographic, 
recording, and laboratory facilities under one 


roof, we are equipped to handle 


or small, with speed and efficiency. Your inquiry 


is invited. 


(as Pb Coxporittin 


TIT South Bivd., Oak Park, Iilinois . 


Established 1913 


228 N. LaSalle St., Chicago 


~~’ 


An 


and TV com- 


any job, large 


Can ae ee re a ce 2% Sl lr ee Se OEE 
+ SS Sg tae ees eee 3 a oe To ees 7, oa eee. % Sy Se ane me Cah |. & 
re wee ae | eee hae ; ig . a ee et ko Ae Sea ai. on ere pa: 
. : ; EE ag 
 Siigeatiat 
ae 8 oS 
Ce 
rit, 
oan 
— UE Snail 
| Bo ae 
| Ri. 
ree 
be 
ss aa 4 
ar. 
<< ae 
a 
Es. 
ee cae 
' eee 
ey i F an : = as 
ar al ae 
¥ Sh get Tes 
| ne 4" Egle, Saw. tee 
; oo ie tat 7 ow 
a et am ~ cay : 
4 Be ee “eS 
i. oa oats OF PEP: 
a Erg E : ger os 
z mt: ; 
4 ee 
. 4, sete” 
—_— a “ ah ae 
“ iyi 
4 ee 
ee 
. & ter 
ate 
ee 
| ts 
a eee 
re 
eae 
Hl : f ae 
} ~~ | 3 . ee 
| j po Po nm 
| | $2 a’ 
he 
oe a 
Pt 
Bk ex: 
' ~X< 2 : ea 
AA be : nek 
C lg i: 
ee — 
= a 
e& 
; eg, 
NN a — ! Ro ae 
EA — 
ae =. 
cal . ¥ 
et ee 
By ip 2! 
Bee in 
a>, 
, | ee 
-. fe 
: Gi za: 
be? : Aen 
1 orf - oe 
po St * 
aie eg 
La) Oi p> 
+ ee 
ec} ves 
Phat 
Borden : iain 
owt ae eee 
‘ oN a 
ae 
’ i end 
| et 
pre 
ba > is Avi 
44 dv Pag 
; ‘ i. oe 
r ¢ he 
4 a, ee 
~ RS 
"= at he, 
gee 
et 
x «>of Shae 
> = - ‘To iy 
~ j oe 
as “ See 
s seer A Tie ° > a; * 63 
— es : ri 
EN.) 
caiey 
ee ae 
— eS 
5 * ee en oe ae ee Cee + ee 


54 


Varied Subsidiaries Hold Coordinated 
Sales Meeting: Manufacturers Invited 


BLUEFIELD, W. VA., Jan. 23—Lon 
M. Rish, president of Bluefield 
Supply Co. and its four allied or- 
ganizations, which operate 20 
wholesale and retail outlets in 18 
cities in the two Virginias and 
Ohio, has unusual ideas about sales 
meetings 

Last year Rish Equipment Co., 
a construction equipment organi- 
zation operating in six cities, piled 
all its salesmen into a couple of 
buses and took them on a tour 
of the plants and offices of the} 
manufacturers whose equipment | 
they sell (AA, Jan. 23, 1950). 

This year he put on a four-day 
meeting at the Greenbrier Hotel 
at White Sulphur Springs, attended | 
by 146 salesmen, department heads 
and officials of Bluefield, Rish, 
Dixie Appliance Co., wholesaler of 
household appliances; Clark Stores, 
a seven-outlet furniture chain; and 
Counts Automotive Supply Co., al- | 


so a wholesale operation. 

After a general session at which 
all met jointly the first day, ses- 
sions broke into separate units for 
each company, with a total of 81 
manufacturers presenting their 
stories on new lines, sales plans, 
etc., to the various groups. 

Most of the manufacturers sent 
their sales or merchandising man- 
agers to the meeting, and several 
took advantage of the opportunity | 
to unveil their new lines. 

The various Bluefield companies 
did a total business of almost $26,- 
000,000 in 1950, and the manu- 
facturers and Bluefield sesoenaal 
were so enthusiastic about the op- | 
portunity to know each other bet- 
ter and to become more intimate- 
ly connected with the merchandise | 
lines sold that plans are already | 
under way for holding a similar | 


Freeman Co., 
veiled at the headquarters | of a Greater 
son-Freemon is h 


deactt 


CAMPAIGN POSTER—Norman Rockwell (left) and N. J. Leigh, chairman of Einson- 


take another look at Mr. Rockwell's original painting, which he un- 


New York chapter of the Red Cross. Ein- 
for the 1951 fund campaign. 


rep 


manufacturer-distributor session 


next year. 


Hallicrafters Will 


Stress Outdoor in 


For every Radio 


KWKH HAS 9 ACTUAL 
“BMB AUDIENCE” 
FAMILIES, OUTSIDE! 


Shreveport is the second city in Louisiana and KWKH is way 
ahead of all other competition here. On Weekday Evenings, for 
example, Hoopers show that KWKH actually gets 89.7% as many 


listeners as all other Shreveport stations combined! 


But Shreveport alone is no true measure of KWKH. The city 
itself has 33,280 radio families, whereas KWKH’s 1949 BMB 
Daytime Audience is 303,230 families (and 227,701 of these are 


“average daily listeners”! 


Let us or The Branham Company give you all the facts about our 
rich tri-state area and the job that KWKH know-how can do for you. 


KWKH 


SHREVEPORT 
50,000 Watts e CBS 


Family in Shreveport 


WHEN YOU 


‘51 TV Promotion 


Cuicaco, Jan. 24—Hallicrafters 

Co., in order to avoid those media 
which “are flooded by competition” 
| (national magazines, picture sup- 
| plements), has scheduled the ma- 
jority of an increased advertising 
budget for 1951 in outdoor media. 
| The television set manufacturer 
| will use 24-sheet posters, painted 
| bulletins, traveling displays and 
car cards, in that order of avail- 
ability, to push its line of TV re- 
ceivers. 


IT'S EASY, 


KNOW HOW! 


s Hallicrafters’ dealer cooperative 
program will be the same this year 
as in the past. For local promotion, 
dealers will have newspaper mats 
and the usual point of purchase 
material. Copy emphasis will be 
on the greater sensitivity of Halli- 
crafters sets, which incorporate a 
printed circuit tuner. 

Sorensen & Co. here handles the 
account. 


Star Publications to Start 
New Trade Publication 


Star Publications Inc., Port La- 
vaca, Texas, publisher of Seafood 
Business, has announced the pub- 
lication of a new national trade 
publication called Irrigation En- 
gineering & Maintenance, which 
will cover all phases of the irriga- | 
tion industry except actual farm-| 
ing. The first issue will be dated | 
February, 1951. 

The company also announced the 
increase in advertising rates of| 
Seafood Business. The 12-time} 
page rate has been raised from} 
$75 to $88. Rates are being in- 
creased about 17%. 


Cella Vineyards Starts 
Drive in Pennsylvania 


Cella Vineyards, Reedley, Cal., 
is introducing its Cella Vineyards | 
Premium wines to the Pennsyl- 
vania market with a series of Sun- | 
day night TV film dramas, start-| 
ed Jan. 21. Scheduled at 11 p.m 
on WPTZ, Philadelphia, the pro-| 
gram features Hollywood 
especially produced for television. 
Consumer and trade publications 
also will be used in the promo- 
tion through Harry Feigenbaum 
Advertising Agency, Philadelphia. | 


Gets Mosler Safe Account 

Mosler Safe Co., Hamilton, O., 
has appointed Stockton, West & 
Burkhart, Cincinnati, to handle 
its advertising, effective March 1. 
Mosler also announced that it is 
transferring John Mosler, vice- 
president, and Langdon R. Little- 
hale, director of advertising, from 
New York to the home office in 
Hamilton. 


Gives St. Louis TV Set Total 
According to the Union Electric 

Co. of Missouri, there were 239,- 

Henry Clay, General Manager 00 television receivers installed in 


faba Preeti Seed wrote 


| LOUISIANA 


Cee 


The Branham Company, Representatives | 


the KSD-TV, St. Louis, area as of 


Jan. 1. 


films, | 


| Expands Program Schedule 


WTVJ, Miami, Fla., television 
station, has expanded its program- 
ming schedule. The station now 
starts at 11 a.m. whereas it for- 
merly began programming at 1 p. 
m. daily. This expansion of pro- 
gram time will bring WTVJ’s total 
of on-the-air hours to an average 
of 90 per week exclusive of test 
pattern. Present plans call for a 
further expansion of morning pro- 
gramming to begin at 10 a. m. on or 
about Feb. 15. 


Simpson Promotes Porter 


J.C. Porter has been appointed 
general sales manager of retail 
stores of Robert Simpson Co., 
Canadian department store chain 
and mail order house. He succeeds 
G. H. Baker, who is retiring. Mr. 
Porter had been sales manager of 
the Toronto store since 1945. 
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Wheatena Launches 
Philadelphia Drive 


PHILADELPHIA, Jan. 23—A new 
and extensive advertising cam- 
paign to promote Wheatena in this 
region has been launched by the 
Wheatena Corp. through its broker 
here, William G. Bonstedt & Co. 
Radio and television spots and 
newspapers will be used for an 
unlimited period almost daily dur- 
ing the drive. 

Spots have been contracted for 
|on WPTZ following Mrs. Roose- 
| velt’s show on Sunday; following 
the Bert Parks show three times a 
| week; daily preceding the “Kate 
Smith Show”; twice a day on 
| WCAU-TV; and a participation on 
the “What's Cooking” show on 
WFIL-TV. 

The Creighton Stuart show on 
WCAU will be used three times a 
week, and the Tiny Ruffner show 
on WIP the same number of times. 

Three hundred and 100-line ads 
| will be inserted weekly in the 
| Philadelphia Bulletin, the Inquirer 
and Daily News. 

Wheatena Corp.’s agency, Bri- 
sacher, Wheeler & Staff, is placing 
the contracts. 


Jam Handy Shifts Bell 

Jam Handy Organization, De- 
troit, has transferred Charles Bell, 
formerly printed materials super- 
visor in the company’s slide-film 
department, to the New York of- 
fice. He will be manager of internal 
work to expedite the organization's 
various services for its customers. 


Carling Names Hale A. M. 


Clifford W. Hale has been ap- 
pointed advertising manager of 
Carling Breweries Ltd., Waterloo, 
Ont. He had been sales promotion 
manager of Canadian Breweries 
Ltd., the parent company. 


(oie teas Nee nes 


Where your a ing dollar 
has. ‘ 


PLUS WELD-FM 


central Ohio for 
delivering greater results at lower cost. 

5} 87,980 families in this area keep tuned 0 
WBNS. They ore the cream, of the Buying 
power 
service. : 
if you want more for your money in radio 
then get the full story of the WBNS market. 


WELD-FM) is the top stotion in 
for programs, 


WBNS is their, buying information 


ASK JOHN BLAIR 
NATIONAL REPRESENTATIVES 


POWER - WBNS 5,000 ° WELD 53,000 CBS - COLUMBUS, OHIO 
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Hotpoint Survey 
Gives Sales Data 
on Electric Dryers 


Cuicaco, Jan. 23—Electric 
clothes dryers have become one of 
the fastest growing of the postwar 
developed appliances. In 1949, dry- 
er sales were up 10%, while refrig- 
erators were off 6%; freezers, 30%, 
and ranges, 33%. 

In 1950, dryer sales of 300,000 
units were up more than 300% 
over the 1949 level, giving dryers 
the sharpest increase made by any | 
appliance in 1950. 

These and other figures are re- 
corded in a continuing market 
analysis and consumer survey con- 
ducted during 1950 by Hotpoint 
Inc., preparatory to bringing out 
a new moisture-free dryer intro- | 
duced to dealers at the winter 
home furnishings market here last 
week. 


s According to the survey, market 
saturation of dryers is “negligible,” 
despite the rapid growth of the 
cryer industry since the war. As 
of January, 1951, the report says, 
the total number of dryers in use | 
is estimated at about 580,000, giv- | 
ing a saturation of approximately 
1%. Electric dryer sales have ex- 
ceeded gas types since 1947, and | 
today more than 80% of the bus- | 
iness is electrical, it adds 

The widespread interest in both 
kitchen and home laundry plan- 
ning, the report says, indicates 
that dryers can be profitably mer- 
chandised as part of a packaged 
unit. In its early stages of develop- 
ment, the dryer will require spe- 
cialty selling like that given dish- 
washers, disposals and freezers. 

Tabulations of consumer ques- 
tionnaires by Hotpoint indicate 
that electrical dealers are making 
about 53% of dryer sales, with 
furniture stores accounting for 
11%, hardware stores, 8%, and 
department stores, 5%. 


s The poll reveals that, based on 
house valuation, the bulk of 1950 
buyers fell in the middle income 
brackets. This is in keeping with 
automatic washers, as opposed to 
automatic dishwashers, which have 
their strongest appeal in the upper 
income ranks, according to the re- 
port. 

Survey tabulations indicate that 
approximately 65% of the pur- 
chasers in 1950 valued their homes 
at $15,000 or less. Other valuations: 
under $4,000, 1.3%; $4,000 to $6,- 
000, 108%; $6,000 to $10,000,) 
24.6%; $10,000 to $15,000, 29.3%; | 
$15,000 to $25,000, 17%; and over! 
$25,000, 17%. 

Most sales were made to con- 
sumers in metropolitan or subur- | 
ban areas, with less than 10% to} 
farm families, the survey indicates. 
About 36% of the sales were made 
by buyers in cities of more than 
50,000 population; 26% in the 10,- 
000 to 50,000 class; 18% in towns 
of 2,500 to 10,000; 12% under 2,500, | 
and 8%, farm. 


Names Tettelbach A. M. 


Round Associated Chain Compa- 
nies, Cleveland, has named Rich- | 
ard R. Tettelbach, formerly dealer 
promotion manager, as advertising 
manager. He will supervise adver- 
tising for seven Round-owned com- 
panies: Cleveland Chain & Mfg. 
Co.; Round Chain & Mfg. Co., Chi- 
cago; Bridgeport Chain & Mfg. Co.; 
Round California Chain Co.; Seat- 
tle Chain & Mfg. Co.; Southern 
Chain & Mfg. Co., Birmingham, 
and Woodhouse Chain Works, 
Trenton, N. J. 


Parke, Davis Promotes Two 


Graydon L. Walker, formerly 
assistant to the domestic sales 
manager, Parke, Davis & Co., De- 
troit, manufacturing pharmacist, 


has been promoted to assistant di- 
rector of sales and promotion. Car] 
Johnson, formerly field supervisor 
for the company, has been pro-— 
moted to U.S. sales manager. ' 


Meredith Pub. 
Sets Ads for Garden Book 


Meredith Publishing Co., Des 
Moines, has slated an $80,000 in- 
troductory advertising and promo- 
tion campaign for its “Better 
Homes & Gardens Garden Book,” 
to be published March 28. A two- 
page, four-color ad will break the 
campaign in the April issue of 
Better Homes & Gardens, pre- 
ceded by a one-half page, two- 
color pre-publication offer in the 
March issue. 

Also scheduled are four-color 
page ads in the May and June is- 
sues of BH&G, plus insertions in a 
selected group of garden maga- 
zines and newspaper garden sup- 
plements. Other plans include di- 
rect mail, statement stuffers, four- 
color posters, counter cards and 
newspaper mats. The book will re- 
tail for $3.95. 


Robert Ingold Named V. P. 

Robert L. Ingold, account execu- 
tive of Albert Frank-Guenther 
Law, Philadelphia office, has been 
named a vice-president of the 
agency. 


Plans Advertising Clinic 


The University of Florida, Gains- 
ville, and the Douglas Leigh Chap- 
ter of Alpha Delta Sigma, profes- 
sional advertising fraternity, will 
jointly sponsor the third annual 
Advertising in Action clinic to be 


held at the university in March 
Discussions will be held on various 
phases of advertising and merchan- 
dising. 


Fox-Shulman Names Riker 


Frederick E. Riker Jr., formerly 
with Esquire and Sporting Goods 
Preducts, has joined Fox-Shulman 
Inc., Philadelphia, publisher of 
Corsets & Brassieres, Model & 
Hobby Industry and Modern Liv- 
ing. Mr. Riker will cover the New 
York and New England area in a 
sales capacity. 


Purchases M. Werk Co. 

A syndicate composed of Har- 
ris, Karp Goldsmith & Co. and Ed- 
ward E. Stokes, Cincinnati, has 
purchased the M. Werk Co., Cin- 
cinnati, manufacturer of Werk and 
Tag soaps, and specialist in laun- 
dry products. 


goods, services and 


wus HARSHE ASSOCIATES \xc. 


ORN STREET CHICAGO + FRANKLIN 2.5100 + CWICAGO > NEW YORK 
z M B ROTMAN,. PRES. 


First Grand Prize 


H. JACK LANG R. W. WELCH 
— 2 Sones. President Director of Merchandising 
LANG, FISHER & McCANN-ERICKSON 

N. W. AYER & SON STASHOWER AGENCY New York 

peter —- Award 
—— 1951 ZENITH CONSOLE 

1951 CADILLAC TWO-WEEK TELEVISION 
CONVERTIBLE ae Sean COMBINATION 

also Second Monthly Prize also First Monthly Prize also Second Monthly Prize 


in October contest 


...and the judges that picked them 


Grand Prize Judges and Cosmopolitan 
Executives Toast the Winners at "21" 


Left to right: Cosmopolitan advertising manager, l. M. Bishop; Robert W. 
Orr, president of the Monhattan agency of the some name; publisher 
Harry M. Dunlap, of Cosmopolitan; Elkin Kaufman, executive vice president 
of the William H. Weintraub Agency, and Thomas D'Arcy Brophy, board 
chairman of Kenyon & Eckhardt, propose a toast to the winners of Cos- 
mopolitan Magazine's contest for admen at the Twenty-One Club. Mr. 
Bishop and Mr. Dunlap, who took no part in the judging, appear in this 
picture solely in their capacity as luncheon hosts. 


THESE CONTESTANTS ALSO WON MAJOR MONTHLY PRIZES— 


NOTE: 1062 prizes, worth in excess of $10,000, were shared by the 2986 admen 
and women who participated in the three 1950 monthly Cosmo-Quiz contests. 


Second Grand Prize 


in October contest 


of the Second Prize for 

September Marthe M 

Wintermeyer buyer ef 

NALD 1. 8. SANBORN, Jr. Marshall Field & Co, 

Vv. COGHLAN Expediter Chicoge. 
& & SMITH 
RUTHRAUFF & RYAN @ ross 

New York City 
ist Now, Prize drd Nov, Prize 


These were the three Quiz issues— 
September, October and November, 
1950. 15 questions on each. Remember? 


Third Grand Prize 


in November contest 
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Advertising in the New Economy 


Despite the apparently definitive | 
title of these remarks—and I hope 
to make good on it—I must admit 
at the outset that I have no clear 
idea of anything more than the 
general outlines of an economy of 
mobilization. 

I have no idea of the percentage 
that will be guns and the percen- 
tage that will be butter. 

I only think that, whatever the | 
percentages, advertising will be 
vital to success. 


@As Mr. Erwin Canham has | 
pointed out so eloquently in his| 
“Authentic Revolution” we, in the 
western world, are the true revo- 
lutionaries. 

Freedom and opportunity for the 
individual is the most revolution- | 
ary moral and political ideal of al 
the ages. 

It has come to its deepest and 
broadest application in the United 
States of America—in our time. 

And I cannot think that we will 
ever give it up, willingly. 

Nor do I believe that we have to 
give it up temporarily in order to 
regain it for the long run. 


@ Several years ago, shortly after 
the close of World War II, I heard 
a story that I shall never forget. 

I met a Swiss—of middle age, 
who had had a most remarkable 
job 

Four nights a week for three 
long years he had sat in a cubicle 
somewhere near the middle of the 
Simplon Tunnel, between France 
and Switzerland, with two electric 
wires in his hands... ready to join 
those wires and blow up the tun- 
nel—himself with it, should the 
word come through his headphone 
that the Germans had entered the 
tube! 

I think that I have never heard 


LET’S 
GET TO THE 
POINT! 


Your statement of profits will 
point #p...when you capture 
the buying power of the rich 
QUAD.-CITY market (Daven- 

»rt, lowa, Rock Island, Mo- 
ine and East Moline, Illinois.) 
1950 Sales Management Sur- 
vey of Buying Power figures 
reveal total retail sales of 
$235,537,000... and Daven- 
ee has an average effective 
uying income per family of 
$6,213! 


PUNCTUATE YOUR SALES 


IN THIS 


RICH QUAD-CITY MARKET 


BY USING THE 


DAVENPORT NEWSPAPERS 


The Only Newspapers with Home- 
Delivered Circulation on both the 
lowa and Iilinois sides of the im- 
portant Quad-City market. 


of a greater hero. 
But this is not the point of my 
story. 


e The point is that all that time— 
when this middle-aged man spent 
endless nights deep in the dark of 
the Simplon Tunnel—he spent his 
days at a desk as a president and 
active head of one of Switzerland's 
largest watch factories. 

And I believe that man’s busi- 
ness was no less important to keep- 
ing Switzerland one of the world’s 
great free countries than his night- 


Indeed it is the very basis of 
planned economics. 

But ours will only be proposed 
as a part of mobilization and de- 
fense. 

It will be a temporary planned 
economy. 

That, at least, will be the propo- 
sition. 

And this, I think, is what we 
must try, above all things, to keep 
it: 

A temporary planned economy 
—confined to vital factors. 

@ Advertising can help in two 
ways. 

It can be used boldly to keep 


Cone & Beldi 


Presented here, exactly as delivered, is the 
talk by Fairfax M. Cone, chairman of Foote, 


ng and of the American Assn. of 


Advertising Agencies, before the Newspaper 
Advertising Executives Assn. in Chicago on 
Tuesday. It is a profound and eloquent plead- 
ing of the case for advertising in a defense or 
war economy. 


long vigils to save it from invasion. 

I think also that his story very 
well may be symbolic of our life 
ahead. 


@ Between us, we are going to op- 
erate on many fronts. 


Some abroad. And some at| ing—firmly and thoroughly docu- | 


home. 

And we are going to have to do 
the home job better than we have 
ever done it before. 

There is a very good reason for 
this. 

We are going to be operating in 
an entirely new climate. 

And we are going to have to 
help to sell the philosophy behind 
our American plan. 

This undoubtedly will be our 
toughest job—because, as yet, we 
haven't learned how to do it, suc- 
cessfully, every time. 

And we are going to have to! 


e World War II began for us when 
we were attacked at Pearl Harbor. 

And almost every man and wo- 
man and child in America though. 
is one from that grim Sunday 
morning—until the Japanese had 
been subdued. 

Today, I think it must be said 
we are of no such single mind. 

We are of no single mind about 
our role—the role of America and 
Americans, in the crisis that con- 
fronts the world. 

We are of no single mind about 
the threat to our place in the 
world, or our institutions. 

We are of no single mind about 
the limits of our mobilization. 

Or the methods. 

Or the aims. 

We cannot always tell facts from 


politics. 


And many of us are deeply con- 
fused. 


2 This brings me abruptly to bus- 
iness—and advertising. 

I said a minute ago that we are 
going to be operating in a brand 
new climate. 

And I think you can put it down 
that this climate will frequently be 
hostile. 

Hostile to business. 

Hostile to selling. 

And hostile, above all, to adver- 
tising. 

Hostile to business because hos- 
tility to business on almost any 


| the proposition clear and to con- 

| fine controls—by telling the truth 

about consequences wherever these 
| may be in doubt. 

As, for example, in the case of 

| meat rationing where we have the 

| whole ugly story of black-market- 


mented from fresh experience. 

| We can—and we must, as I have 

| said—use advertising to sell ideas. 
And to make bad ideas abhor- 

rent. 


in a minute. 


@ The advertisement of brand 
names in a time of shortage, or 
even when the goods are complete- 
ly removed from the market, seems 
to me the only possible safeguard 
of a company’s earned position. 

Let us take the case of an ap- 
pliance manufacturer, in radio and 
television. 


nied the right to advertise institu- 
tionally because his plants are en- 
gaged entirely in defense work— 
as has been suggested. 

What would this do to his earned 
position if a competitor continued 
in even limited civilian production 


Or, which is even more likely, 


pany should come out of defense 
work with ideal plant facilities 
and know-how to begin competi- 
tion the day the emergency is over? 


teed an even start? 

This is what a ban on so-called 
institutional advertising could 
mean in any industry, depending 
on the length of the ban. 


e In much the same way, unlim- 
ited use of institutional advertising 
by new advertisers (advertisers 
without record in any given field) 
takes unfair advantage of earned 
position. 

And this should be carefully re- 
stricted. 

The thing is to hold the restric- 
tions to proper cases. 
| And not, as some of the planners 
| would have it (and some of them 
are in high places), to all institu- 
tional copy. 

The climate, let me say once 
more, is a brand new one. 


To make right ideas understood. | 


But let me come back to ideas | 


Let us suppose that he is de-| 


what would happen if a new com- | 


Should the newcomer be guaran- | 


And easily remembered. 


Advertising Age, January 29, 1951 


certain chocolate cake merely by 


And they must not be repeated.| adding water or milk to a pre- 
Because like all dishonest ad-| pared cake mix then you know that 


vertising their contamination 
good advertising is 
widely felt. 


term—frequently is very good ad- 
vertising at any time. 

I am sure that no informed 
person would argue that the in- 
stitutional 


vertising of tooth paste. 
And in the economy 


tising will be vital—for, in many 
a case, it will be the only voice 
of a business or an industry to 


of | 


@ Institutional advertising—com- | 
pany advertising might be a better | jt so—else the sales would never 


advertising of Squibb! about 
for its priceless ingredient was any | 
less important than its specific ad- | 

| 


ahead, I| 
think this kind of company adver-| |aughing at foolishness. 


you don't need butter—or anything 
quick—and | else. 


If it canned beef 


says that a 


stew is delicious then you know 


that millions of people will find 


pay out the ad. 
Advertising is self-purifying. 
And all America knows it. 
Sometimes we joke a little bit 
it—about some of its ex- 
uberance. 
But it’s a tolerant laugh that we 
laugh. 
Because 


we know that we are 


And it is obvious. 


es What is equally obvious is that 


say: we too are engaged in the|the advertising of any first-rate 


defense. 


Airplane manufacturers may 


store or manufacturer or producer 
or distributor is honest—and its 


well earn headlines again as they | premise, and its promise, provable. 


| have done before. 


} 


ing machines to make propellors .. . 
or percussion caps. 

And it is washing machines that 
they must one day go back to— 
with reputation still intact. 

And advertising, and advertis- 
ing alone, can guarantee this. 

Part of our job will be to make 
the climate right. 


|@ Thus far I have been talking 
| about advertising as a protective 
force—protecting property. 

Now, I would like to discuss it 
| for a minute—jn this economy of 
mobilization, in its dynamic sense. 

To begin with, let me say that 
I believe good advertising to be our 
straightest, strictest, purest means 
of communication. 

It is not opinion. 

And it is not propaganda 
the popular sense). 

Every promise that it makes is 
| based on provability—quick, easy, 
and positive. 

A columnist or a radio commen- 
tator, or even Time, may make a 


(in 


mistake in reporting a war or a) 


murder or a fire, or just someone’s 
| age. 
| And that is the last of it. 

But if an advertisement reports 
goods as silk then you know they 
| are silk and not rayon. 

If it says that an automobile 


is of 90 horsepower then you know | 


| that it has 90 horsepower, and not 
80 or 52. 


But there are none for the com- | 
pany that turns aside from wash-| 


This is the basis of American ad- 
vertising practice. 

And American advertising suc- 
cess. 

And it has given us a means of 
communication that is as highly 
developed as it is unique. 

For it speeds up action and com- 
pliance on the basis of experience. 

Advertising did its job in World 
War II beyond the wildest hopes 
of anyone outside this business. 

It sold War Bonds and nurse re- 
cruitment. 

It sold blood donations. 

And fat saving and scrap sav- 
ing. 

And Bundles for Britain. 

It even sold vegetable gardening 
to millions of city families—and 
made them like it—because its 
promises proved out. 


e Advertising in 1951 will have 
to do many of these things again. 

Paid advertising that you and I 
will have to sell—to some people 
who just now are beginning to 
think that they may have nothing 
to sell. 

Defense bonds are one thing. 

Blood donations are another— 
Chicago, for example, must pro- 
duce 180,000 pints before the year 
is out. 

There will be savings campaigns. 

And, above all, there will be the 
philosophy. 

The philosophy of 
straight. 

And of doing, each working day, 


playing 


a full day’s work. 


and with even limited advertising? | @ If it says that you can make a|@ Even in the very midst of the 


| 


| 


Sly 


Jigsaw-puzzle advertising production takes countless 

extra hours of a busy executive's time; adds worry and 
frequent disappointment to his load. It's never easy to 
effectively fit together separate pieces from different 
sources ... When you use Faithorn 3-in-l service, you 
get complete advertising production all in one fine 
piece. You center responsibility for Typesetting, Engrav- 
ing and Printing. Write — or telephone WHitehall 4-2300. 


AS advertising 
production...or 


FAITHORN is the ONLY concern in Chicago 


PRINTING 
ALL IN ONE FINE PIECE 


basis makes good politics. Some of the hostility results 

Hostile to selling on the grounds | from excesses during the last war. | 
that selling in a time of shortages| Some of you may remember the 
is unnecessary. | potato chips that were doing a} 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME, TROUBLE and MONEY. 


And hostile to advertising on the | 
basis that it is economically un- 
sound when selling is not needed 
to sell goods. 

Now hostility to business as we 
know it hardly needs discussion in 
any contemplation of a planned 
economy. 


great job, like G. I. Joe, on all 
fronts. j 
And the maudlin talk about des- | 
tiny straight from the dugouts and 
foxholes of Michigan Ave. and 
Madison Ave. 
Actually, these were very few. 
But they were also very bad. | 


400 


; i. 
IN COLOR PROCESS PLATES 


FAITHORN 


CORPORATION 
orth Rush Street + Chicago 
Telephone WHitehall 4-2300 
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last war we had chiselers and black | 
marketers. 

And some people thought the 
chiselers were smart; they were 
getting theirs. 

And more people went to the 
black markets; because they 
thought if they didn’t, someone else 
would. 

And still other people (more 
people than the public has ever 
since been told) stayed away from 
work at the slightest whim; they 
knew that if they were fired they 
could get another job—and they 
did. 
These are matters of shitenghg | 

-and morals...and morale. | 

"And we can permit them to fest- | 
er and deteriorate. 

Or we can get into the busi- 
ness of selling ideas. | 


e We can sell against chiselers by 
bringing chiseling out in the open | 
—and pointing the fair, right way. 
We can sell against any black 
market, by bringing it, too, out 
into the open—and pointing the 

end results. 

And we can make an absentee a 
traitor te all honest workers—if | 
we will. 

We are 
ideas. 

Probably, and certainly on the | 
record, the hardest thing there i: 
to sell. 

But advertising must do it. 

Because we have to make the 
sale. 


going to have to sell | 


To Use Fine Art in Ads 


Pandora Knitwear Inc., New 
York, manufacturer of women’s 
and children’s sweaters, has sched- 
uled a series of full-color maga- 
zine ads carrying a reproduction 
of a painting commissioned by the 
company and now on display at 
the Associated American Artists 
Galleries in New York. According 
to the company this is the first time 
fine art painting has been used in 
advertising in the sweater indus- 
try. Opening ads in the campaign 
will appear in March. Friend- 
Sloane Advertising, New York, is 
the agency. 


Lever Bros. Pushes Spry 


Ruthrauff & Ryan, New York, 
will introduce Homogenized Spry’s 
new “water-whip” pastry method 
for Lever Bros. Co. with full-page 
ads in the February issues of Good 
Housekeeping and home economics 
magazines. In addition to featuring 
the * “water-whip” technique on the 


| Presbrey, its agency. 


“Big Town” TV show and the 
“Aunt Jenny” radio program, ex- 
tensive newspaper support is| 
planned, including full pages in| 
metropolitan rotogravure sections, | 
and the business press. 


Sets New Sportswear Drive 


Lamb Knit Goods Co., Colon, 
Mich., has scheduled promotion for 
its line of men’s sweaters and its 
new line of non-knit sports and 
casual wear. Following a trade 
campaign, magazines will be used, 
including Esquire and Holiday. 
Gourfain-Cobb Advertising Agen- 
cy, Chicago, is handling the ac- 
count. 


Names George Kahn Co. 
Bachmann - Uxbridge Worsted 


Corp. has appointed the George N. Sepmever Names Redman 


Kahn Co., New York, to handle its | 
advertising. The new Concertones 
group, nylon-worsted blends, will 
be introduced shortly with full- 
color trade publication inserts. 


| Kopmeyer Co., Louisville. 


RCA Television Sets 
Lead in New York 


New York, Jan. 24—More than 
half of the TV receivers installed 
in homes in this area are made 
by RCA, Philco and DuMont. But 

| whatever the brand, 95.4% of the 
set owners say they are satisfied 
with their buy. 

These are among notable find- 

jings reported by Advertest Re- 
search following a survey of 12,500 

| homes in the metropolitan area 
Data was obtained in personal in- 

|terviews conducted from March, 
1949, to November, 1950, as a part 
of a monthly study on the televi- 
sion audience of today. 

The top ten brands in New York 


CHANGING SCENE—A chart illustrating the 10-yeor change in business and civil 


population, and the westward shift of morkets brought about by population move- (per cent): 
ments, was a feature of the annual sales meeting of Sorg Paper Co., Middletown, O. RCA 292 
The chart was explained by J. A. Aull Jr., vice-president. Here R. A. Nash, vice- Philco 14 
president in charge of sales, reviews some of the dato with Donald G. Driscoll, DuMont 10.5 
president. General Electric 65 
Crosley 64 
Admiral 5.6 
7 | Emerson 49 
Bymart Budget Will stledge Gets New Post = os 


Turner Catledge, who has been | Motorola 

an assistant managing editor of the | stromberg-Carison 
New York Times since 1945, has 
been named executive managing 
editor, a new post. Mr. Catledge | 
will be second in command of the} New Haven Clock and Watch 
paper's news staff under Edwin L.|Co., New Haven, Conn., has ap- 
James, managing editor. | pointed Edward A. Ochs, formerly 
sales consultant to Universal Es- 
capement Ltd., as national sales 
promotion director. 


Pass $4,000,000 for 
Tintair This Year 


New York, Jan. 24—Bymart 
Inc. will spend an estimated $4,- 
000,000-$5,000,000 in 1951 to pro- 
{mote Tintair, through Cecil & 


| Appoints Edward Ochs 


Hiram Walker Ups Two 

Hiram Walker Inc., Detroit, has 
promoted Binford H. Sykes from 
merchandising manager to assist- 
ant general sales manager. Samuel 


Promotion for the first three 
months of the year, which is 
double the last three months’ ex- 
penditure, has already begun with N. Barker, formerly assistant to 
a three-color page in the January | Mr. Sykes, has been promoted to 
Coronet. Other magazines sched-| merchandising manager. 


Kaufman Names Jackson 

Kaufman & Associates, Chicago 
agency, has named Robert E. Jack- 
son, vice-president, as general 
manager of the agency. 


ae 


P&T Names John Mungan 

John J. Mungan, import sales 
manager of the Park & Tilford 
Distillers Corp. for the past two 
years, has been appointed sales 
manager of the eastern and mid- 
western state monopoly division 
He succeeds William R. McCoo, 
who resigned recentiy. Mr. Mun- 
gan will have charge of sales in 
Pennsylvania, Michigan, Ohio, Vir- 
ginia, West Virginia, North Caro- 
lina, Maine, New Hampshire, Ver- 
mont and lowa 


‘Redbook’ Names Two 
| Redbook has appointed Rex Gay 
| Jr. to its Chicago sales staff and 
has named Edward J. O'Malley as 
the Chicago representative of “Tops 
|} in the Shops,” the magazine's new 
| shopping section. 


| KEYL to Operate Daily 

| Television Station KEYL, San 
Antonio, will go from a six-day 

| operation to a seven-day program- 

| ming schedule, effective Jan. 30. 


:| BLONDES! BRUNETTES! REDHEADS! 


—WEET 1,000,000 WOMEN! 


Here's your chance to reach the members 
of Aunt Ellen's nationally known needle- 
work club. The WORKBASKET is their 
‘ible. A fabulous market . . . numbering 
over 1,000,000 home-makers who control 
the purse strings. ..avadahletoadvertiserafor 
the first time. Exciting success stories and 


A s sample copy. Send 


your letterhead. . 


428 Handoraft Building, Kancas City 16, Me. 


uled for full pages are Harper's 
Bazaar, Look, Mademoiselle, The | 
American Weekly, Vogue and 
Woman's Home Companion. 

On Jan. 20, the “Somerset Maug- 
ham Theater of the Air” was 
added on the Columbia AM net- 
work, in addition to Tintair’s four 
present radio and television spon- 
sorships (AA, Oct. 23). A $150,- 
000 newspaper co-op campaign is 
also scheduled. 

Expectations are that Bymart 
will increase the Tintair budget 


East of the Rockies! 


managers of the agency's Houston 


office. *Medio Records 


L. Redman, formerly adver- 
ser director of Stewart Dry 
Goods Co., Louisville, has been 


Here’s proof positive that Greater Miami 
has not only achieved full status as one of 


named account executive for M. R. 


W540 WN. MICHIGAN AVE. @I85 W. WABASH AVE. @410 W. MICHIGAN AVE. #11) E. DELAWARE ST. 


the nation’s major year-‘round markets, but 
continues to be one of the fastest-growing 


areas in the country as well. 

The figures reveal, too, that The Miami 
Herald -- from the standpoint of coverage, 
circulation, and linage -- has more than kept 
pace with this record-breaking achievement. 


It is truer today than ever before, the one 
completely dominant medium in the thriving 
Greater Miami market area is The Miami 
Herald -- one of the nation’s great newspapers. 


MIAMI-- An International Market 


his is Greater Miami 


First and Fesiiae-Groming Market to the Fasieaniiowing State. 


further after March 1, AA was|b RH 1 (Dade C County) Re % 
told. PTTL EET GREATER = soto ue 
ne oe ee oe oe ; an 
Graphic Arts Group Elects ett bP a . 739 489,838 81% ae 
Edward Brumder, president of | : 267, 000 328% 
the North American Press, has| f: | Population 137,600,000 588,800, Fl 
ons Lanyon ee of ~ — bit Retail Sales ; “300,000 2.336 000,000 280% J 
ee Graphic Arts Assn. Ro Y 330, é; 
heute, seqretary-trecourer oi (Retail Sales, F Florida) 614 90,472 183,461 103% Bee 
Trade Press Publishing Co., and Mi Units id 66 443 145% 3 
Erwin E. Radloff, secretary of C. B. Dwelling 67,847 166, 94% Bs 
Henschel Mfg. Co., have been Telephones. 2.073 198,276 " 
named vice- presidents. Phil Hayes, R istrations 102, 80% ef 
vice-president of the Wisconsin Automobile Reg 68,667,000 123,286,000 45: 
|Cuneo Publishing Co., has been Gasoline Sales (in gals.) . ‘ 780,000 258% BS 4 
| elected treasurer. Arthur L. John- eget Hours 218,000 , 166% BS 
on, sermesty esststent manager “ Electric Kilowatt Mo 1,993,902 5,303,696 Fa ; 
t anklin Assn., a grou ‘ : 1993, 430% . 
woe Brie employers in Culeeon has Post Office Receipts 428,791 000 2,274,295,000 ‘ 
been appointed association mana- Check Clearances ' ‘ tg 
ger, succeeding J. R. Schultz, who t 
has resigned. THE MIAMI HERALD 31% f bs 
5 1 is 
FC&B Elects Two V. P.s 76,031 175,98 3 
woh Burt Oliver and Stephen R Daily Circulation* 80,735 203,746 = 
; ~t < ’ 
presidents of Foote, Cone ‘k Beld. Sunday Circulation” 14 384,838 35,024,774 , 
ing. They have been serving as co- Advertising Linage** ’ 


**audit Bureau of Circulation 


JOHN S. KNIGHT, Publisher 

STORY BROOKS & FINLEY, Notiono! Reps. 
A. S. GRANT, Ationta 

Affiliated Stotions -- WQAM, WOAM-FM 
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Edison Institute Goes Through a Lot 
to Get Stars to Okay Newspaper Ads 


By Pui Serrz 

New York, Jan. 23—Edison Elec- 
tric Institute is now making avail- 
able te its membership—all light 
and power companies in the U.S. 
~a new electric range promotion 
featuring endorsements of eight of 
Hollywood's top stars and their 
wives 

Lending their names to the pro- 
motion, which includes newspa- 
per ad mats, radio and television 
commercials, a recipe booklet con- 
jaining favorite dishes of the stars, 
a hand-out folder and point of sale 
display materials, are Mr. and 
Mrs.: Jack Benny, Bob Hope, Eddie 
Cantor, Broderick Crawford, Alan 
Ladd, Pat O’Brien, Gene Autry and 
Robert Young 

The program has been presented 
to Edison Electric members as the 
“Range of the Stars Promotion.” 
Highlight of the newspaper ads is 
a cooking scene showing the star 
and his wife admiring some dish 
prepared on an electric range. 
Copy features testimonials from 
the wives 


@ Point of sale material includes 
a 12x60” window streamer, star- 
haped cutouts of four of the stars 
x use as background decoration 
lor window or interior displays, 
nd 8x15” easel displays illustrated 
ith photos of the remaining four 
ars, to be used for displays on 
e electric range unit. 

Easels carry brief testimonials: 
ack Benny, “It’s fast...it’s 


BLUEBERRY JAM 


Made from the finest cultivated bive- 
and pure sugor—cooked in 
batches in gleaming copper 
ettles—o real home-made delicacy. 
l taste and freshness 
age a wonderful gift. | Box—Six 
1-oz. Jars Pure Blueberry Jam—$3.75. 
| hipped prepoid anywhere in U. S. 
ut add 25¢ west of the Mississippi. 
io COD's please. If not satisfied, 
| money back immediately. Send your 
| Rrder now. 
| BLUEBERRY HILL PLANTATION 
| Dept. AA-129, RR-2, Paw Paw, Michigan 
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thrifty”; Eddie Cantor, “It’s auto- 
matic...easy to use”; Bob Hope, 
“It’s clean ... it’s cool”; Alan Ladd, 
“It’s modern ... cooks best.” 

Although an institute campaign, 
each member exercises the deci- 
sion as to whether he will use it, 
and when. Usually, when a pro- 
motion for a specific appliance is 
used, it is fitted into the over-all 
seasonal pattern of the individual 
member 


s In setting up the promotion, the 
objective has been to develop an 
endorsement program that does 
not fall into the usual pitfall of 
lacking merchandising value at 
the local level. Hence, equal em- 
phasis is laid upon media and point 
of sale promotion. 

The program was conceived by 
Ralph H. Jones Co., Cincinnati and 
New York, agency for the institute. 
National Electrical Manufacturers 
Assn. has also signified interest in 
the promotion and will support it 
through trade promotion to its 
dealers and distributors. 

The Hollywood endorsement end 
of the promotion was handled for 
the agency by Melvin, Newell & 
Rector, public relations organiza- 
tion. This phase of the development 
of the promotion is illustrative of 
how prime emphasis was placed 
on the merchandising aspects 
when the endorsements were set 
up. 


@ Initially, Ralph H. Jones Co. was 
supplied the names of 50 preferred 
stars and their wives who were 
believed to be available for a tie- 
up. From these, the agency and 
client selected the eight stars they 
wanted, and a second group of 
eight, any of which were consid- 
ered suitable if any of the first 
choices could not be signed. 

Seven of the eight “first” choices 
were obtained. To obtain the stars, 
it was necessary to show exactly 
how the promotion would be run. 
Usually it is also necessary to tell 
what media will be used and when. 
In this case, because of the nature 
of the institute organization, it was 
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FLUORESCENT 
MATERIALS 


yrs. now large runs (3500 or over) and difficult 
jobs can be produced quickly and costs are no 
longer prohibitive for brilliant Daylight Fluorescent 


eye-catchers. 


The exclusive Wilglo production method and high- 
speed letterpress equipment combine to put this bright 
new fluorescent material within the reach of all 
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Streamer, point-of-sale piece or publication in- 
, Sert, it will pay you to investigate the Wilglo 
4 method of printing this fascinating, attention- 
“~~ getting new material. 
_— Drop us a line with details and we will 
be glad to help you develop a practical, 
= economical item. No obligation, of 
course. Also, we'll send a descriptive 
Wilglo booklet, if requested on your 
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MR. AND MRS.—The Hopes and seven other actor-wife pairs will be pictured in 
Edison Electric's new promotion for ranges being made available to all light and 
power companies in the U. S. 


not possible to do so. But it was 
possible to show the scope of the 
promotion. 

The tie-up is unusual in that 
newspapers are used extensively. 
This is so because of the fact that 
the usual credit line to the star's 
current movie must be mentioned. 
When using national media, the 
date is known, and the timely 
credit line is apparent. With Edison 
members’ newspaper advertising, 
and local radio and TV to break at 
unknown times around the coun- 
try, the problem arises as to what 
credit line is applicable at the time 
the advertising is used. 

This is met by showing a credit 
line on all ads, and the notation on 
them that it is good until further 
notice. When the studio desires the 
plug line to be changed, it will 
notify Melvin, Newell & Rector, 
which will pass it on, with the in- 
stitute issuing a special bulletin 
when a change is necessary. 


e After the endorsements were | 
set up, the next step was to get | 
photographs showing them using | 
an electric range. A comprehensive | 
layout of the campaign was used 
by the public relations organiza-| 
tion, first, to show the studio and | 
stars and, second, so that photo- | 
graphs could be posed to fit into 
the advertising material planned. 

In return for the endorsements, 
the stars were offered their choice 
of electric appliances, within a 
specified retail price bracket. A 
budget was set by the agency, and 
met by Melvin, Newell & Rector. 
Its fee was on a “per name” basis 
delivered, somewhere in the me- 
dium three-figure bracket. 


@ When the agency received the 
photographs, proofs were then! 
made of the various pieces in| 
which they were to be used. At the 
Hollywood end, the proofs were | 
submitted to the studio and star, | 
with both asked to initial approval 
in order to avoid “kick-backs” 
when the ads appear perhaps eight 
or nine months later. 

The studios were also asked to 
include mention of the promotion 
in the press books of current pic- 
tures of the stars concerned. The 
suggestion is made to the local 
theater operator that he seek tie- 
ups with local electric range deal- 
ers and utility companies. 


Walker Appoints Phil Smith 
Phil Smith has been named a 
sales representative of Walker En- 


| agency 


graving Co., San Francisco. 


Kelley Becomes Bingham 

The Toronto office of Russell 
T. Kelley Ltd. has been changed 
to John McKenney Bingham Ltd. 
Mr. Bingham established the Kel- 
ley office in Toronto in 1946. J. 
Harry Titherington has _ been 
named vice-president of the new 
and Irene Porter, secre- 
tary-treasurer. 


American Luggage Ups Budget 

American Luggage Works Inc., 
Providence, R. I., manufacturer of 
American Tourist luggage, is 
scheduling an increase in ad ex- 
penditures. Color ads in Life, plus 
expanded point of sale aids, will be 
used. Reingold Co., Boston, han- 
dles the account. 


Raisin Paper Names Hodge 

H. V. Hodge, assistant sales 
manager of Raisin Paper Co., Mon- 
roe, Mich., has been named general 
sales manager. Mr. Hodge will be 
in charge of the company’s sales 
organization with headquarters in 
Monroe. 


Advertising Age, January 29, 1951 


Philip Meany Execs 
Take Over As Head 
of Agency Retires 


Los ANGELES, Jan. 23—Philip J. 
Meany, founder and president of 
Philip J. Meany Co., Los Angeles 
agency, has announced his retire- 
ment and the acquisition of the 
agency by three of its long-time ex- 
ecutives. Carl K. Tester, formerly 
vice-president, is now president, 
Jay Koupal is vice-president, and 
Ray Clinton is secretary-treasurer. 

Founded in 1922, the agency has 
served accounts in a variety of 
fields including food, beverage, in- 
dustrial building materials, phar- 
maceutical, financial and institu- 
tional. It pioneered in mortuary 
advertising some 20 years ago, 
and still continues to serve up- 
ward of a hundred accounts in that 
field. 

Mr. Meany will continue in an 
advisory capacity on certain ac- 
counts. Mr. Koupal, who has been 
art director since 1936, will remain 
in that capacity in addition to his 
executive duties. Mr. Clinton will 
continue as media director. 


Du Mont Agency Gets 
Housing Project Account 


Du Mont Inc., Denver, has been 
appointed to handle the advertis- 
ing for the multi-million-dollar 
Hurley Heights housing project 
soon to be undertaken in Denver. 
Most of the advertising budget will 
be spent in newspapers. About one- 
third will be used for outdoor 
posters and for time on KMYR, 
Denver. 

The Hurley Heights project will 
be built by Artcraft Builders Inc., 
Long Beach, Cal. The project, 
scheduled to be completed within 
11 months, calls for 1,200 three- 
bedroom, no basement homes 
which will sell for less than $10,- 
000. 


Open Mac Wilkins Competition 


The third annual competition for 
the Mac Wilkins Memorial Adver- 
tising award will be opened this 
month. Open to all types of adver- 
tising, with the restriction that the 
campaign must originate in Ore- 
gon, the competition is broken 
down into seven different classifi- 
cations, based upon the size of the 
advertising budget involved. All 
case stories must be in by Feb. 
28. Trophy and merit certificates 
will be presented on March 14 at 
an Oregon Advertising Club lun- 
cheon. 


Miller € 
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20th Century Fund Monopoly Study 
Is Critical of Role of Advertising 


Organization's Report 
Indicates Belief that 
Bigness is Bad Business 


New York, Jan. 23—While in a 
number of fields there is a tenden- 
cy to concentrate business activity 
in the hands of a few large com- 
panies, the Twentieth Century 
Fund’s new survey on “Monopoly 
and Free Enterprise” says that 
“American industry as a whole 
has shown itself remarkably dy- 
namic, achieving a steady flow of 
new products and shifting methods 
of production and distribution to 
offer an ever-widening array of 
goods and services.” 

The study includes a report of its 
special committee on cartels and 
monopoly, which forms the final 
chapter of the nearly 600-page sur- 
vey, and a research study by 
George W. Stocking, professor of 


economics at Vanderbilt Univer- | 


sity, and Myron W. Watkins, eco- 
nomic consultant, in which adver- 
tising’s role in the sale of cigarets 
is critically analyzed. 


“On the eve of World War II,” | 


the report says, “in each of seven 
industries, one corporation con- 
trolled the entire domestic ouput; 
in five others, one company ac- 


counted for from 60% to 95%; in| advertising expenditures must be 
| dismissed as quixotic.” 


12 others, two companies accounted 
for from 62% to 100%.” 


e® According to the report, indus- 
tries in which four or less produc- 
ers controlled 75% to 100% of pro- 
duction, as measured by value, 
produced one-third of all manu- 


factured products by value. Indus- | |itically impractical at this time”; 


tries in which four producers or 


less turned out more than half the | 


total value product accounted for 


manufactured products. 

Since World War II, according to 
the report, there have been forces 
working both toward and away 
from monopoly, but on the whole 
the picture has not great!y 
changed. The picture is still one 
of imperfect competition, the re- 
port declares, with a few large 


| namely, 
| cigarets, as is now done with leaf 


| basis of the manufacturer's list 
more than half of the value of all | price, 


| “the tax on a cigaret brand retail- 


to insure purchases on a scale large 
enough to permit the economies 
of mass production. 


s “How to penalize uneconomic 
advertising without penalizing eco- 
nomic advertising presents an ad- 
ministrative and probably a con- 
Stitutional problem. An _ indirect 
approach through the exercise of 
the taxing power might solve the 
administrative difficulties. The 
amount of advertising expenditures 
deductible as business expense un- 
der the corporation income tax law 
might be limited. Or a graduated 
excise tax might be imposed on ad- | 
vertising. 

, “Either procedure,” the report | 
observes, “would encourage price | 
competition in the sale of cigarets. 
But any limitation on advertising | 

| aS a means of increasing the effec- | 


| tiveness of competition would no 


| doubt be politically inexpedient. 
For the bare proposal alone would 
| arouse the vehement opposition of 
practically every newspaper and 
periodical in the country. Editors 
and publishers as well as national 
advertisers generally would defend 
the cigaret manufacturers and/| 
fight their battle for them, prob- 
ably under the slogan of ‘freedom 
of the press.’ So the idea of curbing 
the cigaret monopoly by limiting 


es The report suggests two other 
ways that might weaken “the mo- 
nopoly power of the Big Three,” 
government grading of 


tobacco, which is dismissed as “po- 


and imposition of an excise tax 
“progressively graduated on the 


which would make the 
cheaper cigarets relatively a bet- 
ter ‘buy’ than the more expensive 
brands. 

“For example,” the report says, 
ing at two packages for a quarter 
could be reduced to, say, $2 a thou- 
sand. Then the brand could be sold 
at 10¢ straight. And the tax on a 


concerns dominating the market in 
many important parts of the coun- | 
try. 

Members of the committee on 


cartels and monopoly believe that | 


bigness may be bad for business. | 
“Concentration of power gives rise 
to demands for administrative reg- | 
ulation. It facilitates socialization. | 
It threatens the preservation of | 
private enterprise. Hostility to con- | 
centrated power is deeply rooted 
in American tradition. The desire 
for economic independence is at 
the base of the philosophy of anti- 
trust,” it says. 


gw The function of advertising in 
relation to market leadership is 
discussed at length. In connection 
with cigaret marketing, the report | 
points out that “without advertis- | 
ing, consumer preference for Cam- 
els, Lucky Strikes, and Chester- 
fields would probably end,” and 
that “even a limitation of advertis- 
ing expenditures would to some 
extent dispel that large part of 
their good will values resting on 
the costly reiteration of unverified 
claims of superior quality. In this 
way,” it suggests, “it would lower 
the biggest barrier to potential 
competition in the industry and 
would open the cigaret market to 
new enterprises. 

“But the economic validity of a 
direct limitation on advertising is 
debatable,” Messrs. Stocking and 
Watkins declare. “In a complex 
industrial society advertising plays 
an important role in acquainting 
consumers with new products. In 
some cases it is doubtless essential 


brand retailing at two packages 
for 35¢ could be raised to, say, $5 
a thousand. Then retailers could 
hardly afford to sell the brand for 
less than 20¢ straight. As a result, 
the price appeal of the cheaper 
brand would in some measure off- 
set the market leverage the higher 
priced brand gets from its high- 
pressure advertising. 

“Without legislative action along 
one or another of the lines sug- 
gested,” the report says, “the gov-| 
ernment can do little to insure that 
consumers will get the benefits of 
competitive pricing of cigarets.” 


e On the subject of retail price 
maintenance, the report also is 
critical. “The original impulse to 
limit the freedom of dealers in 


pricing a branded product,” it says, 
“appears to have sprung from the | 
desire of manufacturers to make 
their advertising more effective, 
in short, to reap its full potential | 
benefits. 

“The maintenance of stipulated 
resale prices by manufacturers,” 
the report says, “works in two 
ways to stifle competition: (1) by 
putting high and low-cost distribu- 
tors on the same level and (2) by 
fostering monopolistic pricing 
among producers of nationally ad- 
vertised brands.” 

Present anti-trust laws, in most 
respects, are entirely adequate to 
prevent serious monopoly abuses, 
the fund’s report finds, if the laws 
are properly administered and en- 
forced. It makes a number of 
recommendations, however, such 
as establishment by Presidential 
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“Hadacol 


and Senator Dudley. Le Blane 


Receive Warm Los Angeles Greeting 


i ee ee 
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NO ‘AD PAID’ LINE—Fourteen Los Angeles area newspapers carried this page od 


for LeBlanc Corp., without the word “advertising” 


in the copy, to herald the grand 


entry of Sen. Dudley LeBlanc to the city a week earlier and incidentally (as part of 

a $125,000 January ad drive) help promote Hadacol’s introduction in the area. 

The senctor personally directed plans for the circus-like merchandising, aided by 

his assistant Mac Hedrick, who recently sold his interest in Hedrick & Towner (pre- 

decessor of Majestic Advertising Agency, Houston, a LeBlanc agency) to work directly 
for the Louisiane state senator. 


LeBlanc Throws Big San Francisco Party; 
May Spend $1,000,000 a Month in ‘51 


San Francisco, Jan. 24—Bla- 
tantly baying his bayou ballyhoo, 
Louisiana State Sen. Dudley J. Le- 
Blanc paraded into town this week 
to herald the coming of his “magic 
elixir,” Hadacol. 

More than 600 northern Califor- 
nia advertising executives and drug 
retailers were gathered by the 56- 
year-old legislator and modern 
medicine man for a lavish party at 
the Fairmont Hotel here. 

“I'm not here to sell you any- 
thing,” he confided. “I just want 
to get acquainted with you. Those 
of you suffering from vitamin 
deficiency will just have to go on 
suffering for awhile.” The wait 
was estimated by Sen. LeBlanc at 


executive order of an executive 
committee on anti-trust policy 
with representatives of all inter- 
ested parties and agencies; in- 
creased penalties for violators of 
the Sherman Act; and improved 
procedures substituting civil for 
criminal action where interpreta- 
tion of the law is unclear. 


s “Monopoly and Free Enterprise” 
is the third and last volume in a 
series of fund studies on cartels 
and monopoly. The same authors 
and committee were responsible 
for the earlier volumes, “Cartels 
in Action” and “Cartels or Com- 
petition?” 

James M. Landis, formerly 
chairman of the Civil Aeronautics 
Board, dean of Harvard Law 
School and chairman of the Secur- 
ities & Exchange Commission, is 
chairman of the committee. Com- 
mittee members include: Marion 
Hedges, special assistant to the 
labor advisers, Economic Coopera- 
tion Administration; Donald M. 
Nelson, chairman, Electronized 
Chemicals Corp.; Frank M. Surface, 
management consultant; Jacob 
Viner, professor of economics, 
Princeton University; and J. Ray- 
mond Walsh, director at large, Na- 
tional Bureau of Economic Re- 
search. 


approximately three weeks. Then 
the streams of Hadacol bottles will 
start rolling into the Bay Area. 


@ This flow of the vitamin and 
mineral preparation will spout 
from a new plant just acquired in 
Claremount, Cal., equipped with 
a defunct winery’s machinery and 
geared to produce 1,500,000 bottles 
of Hadacol a month. The new mix- 
ing factory cost $250,000 

Sen. LeBlanc shrugged off the 
latter figure with a flip of his 
handpainted black tie emblazoned 
with images of Hadacol bottles, 
and the remark that it probably 
represented about two weeks’ 
profits. 

Hadacol’s western invasion was 
begun Jan. 12 in Los Angeles. In 
the 11 days since, some $2,000,000 
worth of the potion has been sold 
in southern California, Sen. Le- 
Blanc said. 


e The Senator's advertising bud- 
get will be about $1,000,000 a 
month during 1951, he said. And 
his expectations call for Hadacol 
sales for the year to hit the $100,- 
000,000 mark. 

Majestic Advertising Agency, 
Houston, handles the account. 


Miami Beach Watching 
for Untruthful Advertising 


Miami Beach, Fla., will employ 
a special inspector to enforce a 
month-old ordinance against un- 
truthful advertising. The ordi- 
nance prohibits untruthful adver- 
tising of hotel rates, prices of 
merchandise or similar forms of 
misrepresentation. Another ordi- 
nance prohibits phony “fire sales” 
and “going out of business sales.” 


Warner Electric Opens Drive 
Warner Electric Brake & Clutch 


Co., Beloit, Wis., has launched a 
new institutional campaign in 
trade publications, primarily in- 


tended to explain how various seg- 
ments of the nation’s industry will 
fit into the stepped-up defense 
program. Klau-Van Pietersom- 
Dunlap, Milwaukee, is the agency. 


Educators Give 
FCC a Report on 
N. Y. TV Shows 


WasHINGTON, Jan. 25—The Na- 
tional Assn. of Broadcasters told 
the Federal Communications Com- 
mission today that the most 
effective way to get educational 
programs on the air is through the 
cooperation of broadcasters and 
educators. 

Dr. Kenneth Baker, director of 
research for NAB, testified that 
164 of 262 educational institutions 
which have held broadcast licenses 
since 1936 have given them up. 

“Two conclusions that can logi- 
cally be made,” he said, in oppos- 
ing the earmarking of special TV 
channels for educators, “are (1) 
educational institutions have been 
slow to recognize the usefulness 
of radio in their educational pro- 
grams, and (2) once granted a 
license to broadcast, an education- 
al institution is more likely to let 
it lapse or lose it by default or 
disuse than it is to develop the 
grant into an effective contact 
with the people it services.” 


@ Educators, represented by for- 
mer FCC General Counsel Teleford 
Taylor, brought in a series of ex- 
perts to testify that current TV 
programs are of low intellectual? 
caliber. The educators say FCC 
should hold at least one channel 
in every TV market exclusively 
for non-commercial educational 
broadcasts. : 

Educators sought to document. 
their case with a survey of one) 


week's output of New York's 
seven TV stations. Dr. Donald 
Horton, Chicago sociologist, said 


women who monitored the seven | 
Stations reported statistics which] 
show “New York City is not well 
served.” 


@ The educators reported that the | 
seven New York stations had 2,155 | 
commercial announcements during | 
Thursday and Friday, Jan. 4 and 5,8 
and Monday, Tuesday and Wednes- 
day, Jan. 8, 9 and 10, totaling 157,- 7 
930 seconds. The announcements — 
averaged 73 seconds in length and ” 
consumed 10% of the broadcast 7 
time. 

On Saturday, Jan. 6, the seven 
Stations had 264 announcements 
totaling 19,628 seconds—an aver- 
age of 74 seconds each, for a total 
of. 8% of the broadcast time. On 
Jan. 7, 304 announcements were 
broadcast, for a total of 22,369 
seconds—an average of 74 seconds 
each, using 9% of the broadcast 
time. 


@ Here are the week's totals for 
each of the seven stations: 
WCBS-TV—434 announcements; 
23,723 seconds; average announce- 
ment 55 seconds; 8% of total 
broadcast time. 
WNBT—681 announcements; 
52,994 seconds; 78 seconds; 18% 
WABD—315; 24,844; 79; 11%. 
WJZ-TV—386; 27,233; 71; 11% 
WOR-TV—316; 24,252; 77; 7% 
WPIX—397; 27,465; 69; 9%. 
WATV—194; 19,416; 100; 6%. 
Educators reported 25% of the 
station time was devoted to drama, 
including 10% to “crime,” an addi. 
tional 6% to “western,” which the 
educators characterized as a form 
of crime 


@ Other program segments in- 
cluded: children’s programs, 12%, 
homemaking, 10%, sports, 10%. 

The survey showed 5% of the 
time devoted to news, another 2% 
to public issues and another 3% 
to “information.” The dance and 
fine arts were each assigned less 
than 1%. 


ee sel Se eee a ee a r ieee = AE eerie a ite —) * + ae Sh an “ieee 
es eee ae. ia Ee | seek: 
a Seeiig yee: 1 a ee hake ete ae oe ee ee fu i ie : Be 2 aes es a See 
ee ; ‘ : ; ae = 
. ee path 
ee A = : 
ae 
oo. 
| Rawat 
A : 
‘sleet Oe 
ee 
“ 4 | Rag 

ae art 
FEMATOR, ° : Be 
ro J.AEBLARC ‘eg! BS ty: 

q = ae a 
< we Pe Sa, 
f Ahae pe “Stet 
ee ) ‘ f ae Bae 
ake” cae) oe 
\Q 2 + wa fe a s aes 
AY. = «Bs Hen”: Gey he 3 “Shee 
a es i to a ee aa | pee 
‘ " oe F ; ar \ | : ee 
= fd f ‘er’ eee 

; es : Ved eee 
ai : 4 “ fae os 
“ 4 ois ae 
. ‘sf eae 
: : - 10 ——— | “ea ee om 
: =f : 4 j 5 = = in ae Ke 
7 te A? 
. 3 >t 2 Sie CO ith J 
f i . [=e . : . = =F =455 - 4 es -: 
a = roe 
— ae 
whe : ; oo" ae. 
; mse ae 
: H ae Se 
¥ Fr. * oe 
— . ~ 4 iS ve ti 
‘ em “ 
, Se 
, 5 he as 
a.” he te es 

: _ eae 
PSS SS SSES adhe 
of. © REOPENS. my ara 
SEES e . TUES Stas ’ a 
TPIS STE t+ Stee 
, : ‘oo : Ace 
oe A 2S te? Te ety 
v! << ~— Ruck 7 5 * 3 Lee 
| as i Bac. Gal 
‘ | ae 
ee Si hae 
ed tee 
lt oa 
ee. 
tre 
| | os 
} 8 me : 
ae 
ie 
See 
a ae 
Battie? 
AS 
ig Bee 
ae: 
| BA ts 
it be - 
1! ‘= ot 

or. 
Se 
. an 
Paes" 
ee 
Ret 
ei 
eae 
ga ¥ 
a a, 
aN 
¢ ee 
.S 
is; 
met i, 
— Se 
EES 
es 

ah 
ee 
oe 
Pee 
aes 
pyhe; 
was 
ae 
os te 
Soh 
“otal cata 

ah 
5 gre, 
Fars tos! 
; ot 
| . oN. 
: ee ‘ns 
mee 

oun 
anaes 
; ee 
Bre 
tight, 
“ ret 4% 
eg! 
72 
ek 
Saeet ty 
- ie 
aay 

pes 
: ee 
————e ee ce sae 2 ea : ane. 7 1 = ee : as oe OO SS ee, : Pi aes =|, ce ith a oe 


meet Va) at PY 


; 
' 
TH 


By STANLEY E. COHEN Washington Editor 


ready to come into production so 
rapidly that, from the first year on, 
the war would be fought “off the 
production line.” 
o e e 
Civilian defense is shaping up 


Civilian Requirements 

Office Being Developed 
WASHINGTON, Jan. 25—Over in 

an obscure corner of the National 

Production Authority an Office of 

Civilian Requirements is begin- 


ning to take shape. At the moment, ra “ ee — 
it is staffed almost entirely with NIOTMATION CXPCMS, TOF SVT) 
man, woman and child must be 


“draftees” borrowed from the 
marketing division of Commerce 
Department's office of domestic 
commerce. Eventually, it will 
emerge as one of the major opera- 
tions of the defense program. 
During World War II, the civil-| 
ian economy got little attention, | 
argely because officials felt it : 
— go ae two or three would be crushed trying to squeeze 
years of war on its fat. But in a through ee . | 
lone range preparedness drive, | eat ‘ a Me, 
maintenance of the “home front” RCA prong Dat id Sarnoff's| 
becomes a factor in the over-all plan for “a $2 radio for anti-reds | 
pian F behind the iron curtain flourishes | 
When steel, aluminum and cop- mand ae an nee py 
per go under the controlled ma-| ,, ree song ig 
terials plan—probably July 1—| Voice of America, increased sharp- | 
Office of Civilian Requirements ly this fall, is slated for en addi. | 
will be one of the five major | tional $100,000,000, most of it for 
“claimants” for basic materials | new transmitters, and a substan. | 
The thes ion sae saiitions tial quantity of low cost receivers. | 
i. ary, e . e | 
stockpiling, plant expansion and i : — 
even » : P | CBS chairman William S. Paley | 
Office of Civilian Requirements | = to wt el Conan 
will not fight for gadgets, but De-| Set up by Presiden ruman to sur- 


taught to take care of himself in 
emergencies 

Washington is skeptical about 
big air raid shelters. Officials say 
| there would be so little warning | 
in the event of a hit and run raid 
that very few people could reach 
shelter. Many of those who did 


— 


stepping into the color TV fight 
while he is gone. NPA officials 
were embarrassed by the efforts of 
the radio wholesalers’ advisory 
committee to induce NPA to 
“freeze” production of color equip- 
ment. NPA will keep its hands off 
the color fight if it possibly can. 
e os e 

Departure of Alan Valentine 
should end friction on the pricing 
front, for Price Administrator 
Michael] DiSalle was appointed on 
the say-so of Eric Johnston. Now 
Johnston, a good friend of Defense 
Mobilization Chief Charles Wilson, 
has become DiSalle’s boss. 

DiSalle says a price freeze can- 
not bring the price spiral to an 
immediate halt. He expects to have 
a rough time with food, particu- 
larly meat. 

DiSalle says any way you look at 
it, price control is a tough assign- 
ment, and it inevitably causes in- 
equities. He hopes to have a 30- 
day “honeymoon” in which to staff 
up to meet the problems raised 
by his freeze. In any event, he 
says the inequities of a freeze are 
small compared with the big in- 
equity of permitting prices to con- 
tinue upward. 


Norfolk Newspapers Inc. 
Consolidates Ad Departments 


Norfolk Newspapers Inc., Nor- 
folk, Va., has consolidated the 
advertising departments of the 
Norfolk Ledger-Dispatch and the 
Virginian-Pilot. Ellis L. Loveless, 
who has been advertising manager 
of the Ledger-Dispatch, has been 
named advertising director of Nor- 
folk Newspapers Inc. H. B. Tatem, 
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NEW WOOD FOR ADMIRAL—Aaed fruitwood encases this new Admiral TV-radio- 
phonograph combination, one of 15 models in the new line. Admiral will advertise 
at the rate of $18,000,000 annually through the first quarter of 1951 in magazines, 
| radio, television, newspapers and black light outdoor posters (AA, Jan. 8). 


Ad Checking Bureau Finds TV Ads Exceed 


_ Ads for Radio Sets by Ratio of Nine to One 


Curicaco, Jan. 23—Television set 
| advertising in newspapers during Data compiled by the bureau 
| 1950 led radio receiver copy by a/| also covers rayons, brassieres, elec- 
| ratio of nine to one, according to! tric shavers and portable typewrit- 
Advertising Checking Bureau. ers. 
| The bureau kept records on TV) 
| and radio set copy in 49 cities hav- Sielatt Buys Display Firm: 
| ing video broadcasting facilities. | Crouch Stays with Schmidt 
| One-sixth 6.4 e) of the year's Bruce H. Sielaff, northwest sales 
| television set advertising appeared representative of Advertising Met- 


| during the Christmas season, while | 4) pisplay Co., Chicago, has an- 


100,000 population or over. 


ee ee ee ee ee ee re 


' 


fense Administrator William H.| 
Harrison says he hopes it will be} 
able to maintain “an American} 
standard of living’—that is a 
standard of living well above bare} 
essentials. 

2 + . 

Most commonly used phrase in| 
this defense effort is the new-| 
born expression, “broadening the 
base.” It is to today’s mobiliza- 
tion what “all out” was to World| 
War II. 

“Broadening the base” means 
setting up new production lines— 
some on part-time, some on stand- 
by basis—to produce specific com- 
ponents or weapons “when and if.” 

Pentagon’s biggest fear is that 
inventories of obsolete weapons 
will pile up. In general, it wants 


- 
+ to limit inventories to the amount 


vey the long-range outlook for ma- 
terials, and the steps required to 
assure adequate supplies. It’s a 
nine-month job, and is supposed to 
produce something of a “white 
paper,” as a basis for national 
policy in the development of re- 
sources and plant facilities. Mr. 
Paley and most other commission 
members are old hands at this sort 
of assignment. But there is at least 
one newcomer in the ranks. He’s 
adman Eric Hodgins, author of 
“Mr. Blanding Builds His Dream 
House.” 


advertising manager of the Vir- 
ginian-Pilot, has been made as-| 
sistant advertising director. | 
R. Bain Walker and James E.| 
Simmons, who have been assistant | 
advertising manager of the Led-| 
ger-Dispatch and Virginian-Pilot, | 
respectively, have been appointed | 
assistant managers of retail adver- | 
tising. Stanley Leonard will con-| 
tinue as general advertising man- | 
ager. 
| 


Nash Motors Appoints Six 


Nash Motors division of Nash- | 
Kelvinator Corp., Detroit, has | 
« . . jnamed the following new zone| 

FCC Chairman Wayne Coy left! sales managers: J. F. ng F_ Bos! 
Wednesday on @ six-week auto- 2 = > ee & Panse aeg 
mobile tour of Arizona and Cali- Paul alin Be. named | 
fornia. He's leaving color television | assistant zone manager in Chicago | 
for the commission’s lawyers to| and G. B. Stone, assistant manager 
worry about, and is determined to| in Kansas City. L. E., Stewart, as- 


almost one-fourth (23%) of the} 
radio set copy ran during the same | 
period (Nov. 26 through Dec. 30). 

Three leading TV brand names 
used more than one-third of the 
total space in which video re- 
ceivers were featured, with 12%, 
11.9% and 11.3%, respectively, of 
the year’s total. The next 14 brands 
divided 43.1% of the total, while 
miscellaneous and “other makes” 
accounted for 21.7% of the space 
used. 


e Other data in the bureau's year- 
end report shows that: 

Three leading electric range 
brands accounted for 16.2%, 13.2% 
and 12.9% of the total newspaper 
ad copy on electric ranges in 68 
selected cities. Total linage for 16 
leading brand names averaged 25 
pages per city during the year. 


nounced the purchase of the C. L. 
Clark Co., Minneapolis, following 
the death of its owner. The Clark 


concern specialized in point of 
purchase display advertising. 
Noel Crouch, who had an- 


nounced his purchase of the Clark 
concern (AA, Jan. 22), changed 
his mind. He will remain with 
Jacob Schmidt Brewing Co. as 
advertising manager. 


To Farson, Huff & Northlich 
James R. Heekin Jr., formerly 
with Haehnle Advertising, has 
been named an account executive 
of Farson, Huff & Northlich, Cin- 
cinnati agency. Jeanne R. Besing, 
formerly in the advertising and 
promotion department of Colum- 
bia Broadcasting System, has 
joined the agency as a copywriter. 


‘Arkansas Farmer’ Moves 
Arkansas Farmer has moved its 


needed for one year of all-out war. 
Under the “broaden the base” 
program, new plants would be 


He doesn’t have to worry about 


No other medium matches Outdoor 


potent GOA Salesmen are so suc- 
cessful for so many advertisers! 
General Outdoor Advertising Co., 
515 S. Loomis St., Chicago 7, TI. 


BREVITY. Kentucky Tavern demon- 
strates one of the most important 
principles of modern advertising. 
_.. "Keep your copy short and it 
will be read.” And because Out- 
door Advertising is also colorful 
and dramatic, people remember 
what they read. That's why these 


®Covers 1400 ( | 
leading cities 
and towns 


get a badly needed rest. | 


National Production Authority! 


sistant zone manager in Chicago, 


has been appointed assistant sales | 


promotion manager in the central 
office in Detroit. 


Wanamaker Maps Drive 


John Wanamaker of Philadel- 
phia will launch its national con- 
sumer magazine spring campaign 
around fashion rather than a com- 
bination of institutional and fash- 
ion as the store has done in the 


| past two campaigns. The new cam- 


paign will begin in February with 
a series of eight full pages in Har- 
per’s Bazaar, Town & Country, 
Vogue and other fashion maga- 
zines. Advertising is being placed 
direct. 


Engravers Elect Powers 

The Photoengravers Board of 
Trade of New York has elected 
Charles Powers, Powers Photoen- 
graving Co., as president for 1951. 
Other officers elected are: R. V. 
Breck, Eagle Photoengraving Co., 
vice-president; Matthew Glied- 
man, Colorplate Engraving Co., 
treasurer for his 22nd term, and 
Emil Weltz, Hill Reproduction Co., 
secretary. 


Appoints Gene Fromherz 


Gene Fromhevrz has been named 


media director of Aubrey, Moore 


& Wallace, Chicago, succeeding 
the late John H. North. Mr. From- 
herz also will supervise the agen- 
cy’s radio and television programs. 


Woodall Joins Krupnick 

Sam Woodall, formerly produc- 
tion manager of WINN, Louisville, 
has joined the account service de- 
partment of Krupnick & Associates, 
St. Louis agency. 


Total linage for 16 leading] offices from 1303 W. Capitol Ave. 
| brands of mechanical refrigerators} to 319 W. Markham, Little Rock, 
in 110 cities was up 19% over ad-| Ark. 

| vertising run in 1949. Three lead- 
ing brands used 16.2%, 11.4% and 
10.1%, respectively. 

In the same 110 cities in which 
refrigerator linage was measured, 
it was found that one brand name | 
of home freezer accounted for 
| 37.4% of all newspaper copy de- 
voted to freezers. 

Manufacturers of washing ma- 
chines placed the equivalent of 
1,231 pages of newspaper advertis- 


SIOUX CITY, IOWA, MARKET 


ing in 81 cities featuring auto- 
matic washers, while standard Siouxland is the 56county, four- 
washers were featured in the state A. B. C. retail trading zone 


equivalent of 415 pages of factory 
copy. Dealers, on the other hand, 
placed only about 6% more copy 
on automatics than on standards. 


, F | one of the largest in the country. 
e Ad linage on foundation gar-| Preliminary census figures indicate 
ments was up 15.8% for 1950, as City has made a ten-year 


compared with the previous year, | 
with the increases rather evenly 
distributed over 14 brand names 
All daily, Sunday and available 
weekly and shopping newspapers 
were measured. Total linage for 
the year was the equivalent of 
5,088 pages. Most space devoted to 
a single brand was 1,090 pages. 

Four leading brand names of 
fountain pens were checked 
through Dec. 3, and approximately 
75% of all copy in 194 selected 
cities featured one brand 

One brand of motion picture pro- 
jector received 43% of the space 
devoted to projectors. Five lead- 
ing brands were checked from June 
through November in cities of 
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BofA Continues 
Stress on Local 
Dealer Selling 


Cuicaco, Jan. 23—Newspapers 


the circulations of newspapers. 
Karl Moore, director of the re- 


will shrink?; (2) what linage 
sources can be expanded? and (3) 
what new linage sources can be 
developed?” 


are headed for the “roughest, e Mr. Moore declared that retail 
toughest competition” they've ever chains are more and more satis- 
met, Harold S. Barnes, director, fied with newspaper advertising 
Bureau of Advertising, ANPA, | At least 36 chains he knows of, he 
said, will either use more news- 

NAEA Meeting papers in more markets, more 
newspapers in markets where 


newspapers are now used, or more 
space in newspapers already used. 
Irwin Maier, publisher, Mil- 
waukee Journal, who is also chair- 
man of the board of the bureau, 
confessed that he does not know 
what to expect in newspaper ad- 
vertising developments in the next 
year or two, but is somewhat con- 
fident in view of the plan to in- 
| crease BofA’s budget. 
| The budget, which amounted to 
| $1,160,000 for 1950, will go to about 
| $1,500,000 in 1951 as the news- 
| paper members increase their pay- 
|}ments to support it. (Payments 
| have been set at 0.6% of net na- 
| tional ad revenue.) 


told the Newspaper Advertising 
Executives Assn. today. 

Speaking at a morning session 
devoted to BofA activities, Mr. 
Barnes summed up the competitive 
picture this way: 

“Magazines: They’re out to re- 
gain the No. 1 slot. They’re pound- 
ing local impact and merchandis- 
ing cooperation harder than ever. 

“Radio: The medium that re- 
fused to be buried. Back as big as 
life. And under Ryan’s leadership, 
the Broadcast Advertising Bureau 
is going to do effective work—on 
the local front as well as the na- 
tional front. 

“TV: No matter what happens 
to set production, TV is going to 
spellbind a lot of advertisers, It’s 
going to sop up a lot of dollars 
that used to go to other media.” 


e Earlier, Mr. Barnes showed the 
color slidefilm, “What Happens 
When Newspapers Don't Hit 
Town,” based on research by Ket- 
chum, MacLeod & Grove, Pitts- 
burgh agency, as to what Pitts- 
burghers felt when deprived of lo- 
cal papers during the lengthy 
strike last October. 


Schedules Art Exhibit 
The Art Directors Club of New 
York has scheduled its 30th an- 
nual exhibit at Grand Central Art 
Galleries, May 16 to June 2. Entry 
rocedure may be obtained from 
inifred Karn, executive secre- 


@ Tc hold their leading media 
position, he said, newspapers must 
work harder than ever to develop 
new sources of ad revenue and 
keep present customers sold. 

“To my way of thinking,” Mr. 
Barnes said, “we could afford to 
forget new sources of advertising 
revenue if we concentrated all our 
efforts on keeping our present cus- 
tomers sold. Because that wouldn't 
merely help us hold our position in 
1951; it would help consolidate 
and strengthen our position next 
year and the year after that—and 


AT NAEA RECEPTION-.Among Newspape: Advertising Executives Assn. members 
and guests in Chicago last week were (left to right): At top, James L. Barrick, man- 
ager of general advertising, and Emil A. Sees, od director, Kansas City Star, with 
Frank Hokewill of Roche, Willioms & Cleary, Chicago. Middle group: Minnie Kap- 


lan, Campbell-Mithun; Agnes Beck, Chicago Newspaper Rep Assn.; Kay 


Gierschke, Batten, Barton, Durstine & Osborn; Mrs. Warren Bragg, wife of the 


40th St., New York 16. 


tary, Art Directors Club, 115 E. 
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Newspaper Guild 


tail division of the bureau, pre- Tries to Sign CBS 


dicted many changes in the retail | 


field “because of three questions: |White Collar Group 


(1) What sources of advertising | 


New York, Jan. 23—The News- 
paper Guild of New York started 
a drive this week to organize ra- 
dio and television office workers 
of Columbia Broadcasting System 

In a circular handed out to net- 
work employes, the guild said that 
the constitution of the American 
Newspaper Guild, parent organi- 
zation, defined the union's juris- 
diction as covering “radio compa- 
nies and television broadcasting 
companies,” among others. 

Some local newspaper guilds 
outside of New York already have 
contracts with radio _ stations. 
Among these are KSD and KSD- 
TV, operated by the St. Louis 
Post-Dispatch, and KXOK, oper- 
ated by the St. Louis Star-Times 
News writers in these stations are 
covered by the local guild's con- 
tracts with the newspapers. In 
addition, the CBS outlet in St. 
Louis, KMOX has a local contract 
with the St. Louis guild covering 
news writers, AA was told. In 
Minneapolis and St. Paul, WTCN, 
an independent station, has a local 
guild contract in addition to 
WCCO, the CBS outlet there. 


American Molasses 
Launches Biggest Ad Push 
Charles W. Hoyt Co., New York, 
has launched a newspaper prom@ 
tion for Grandma’s Old Fashioned 
molasses, made by American M@ 
| lasses Co., New York, to be fe 
lowed in February by a magazi 
campaign. 
Timed to coincide with the a 
| pearance of the new molas 
label, 51 newspapers in 46 marke 
carried copy ranging in size fro 
164 to 150 lines. Color ads a 
| scheduled for February in Fami 
Circle, Farm Journal, Sunset Ma 
azine and Woman's Day, to be fo 
lowed by a full page in Life 


Bureau of Advertising representative, and Kathryn Messick, Russel M. Seeds Co., 

all Chicago cheesecake. Below: Herb Beyea, new manager of The American Weekly 

and Puck, as well as of Hearst Advertising Service, New York (AA, Jon. 22); J. J. 

Hartigan, media director of Campbell-Ewald Co., Detroit; Max J. Oerstman, Detroit 

News ad director; Ben Brockman, manager, general advertising, St. Louis Post-Dis- 
patch, and E. A. Hartford, ad manager, Los Angeles Times. 


then some.” 

For emphasis, he pointed out 
that mortality of newspaper na- 
tional accounts is perhaps 50% an- 
nually. The best way to hold onto 
national accounts, he added, is to 
sell the local men who have any- 
thing to do with the accounts. 


8x10 genvine glossy 
in quantities 


¢ In $00 ond 750 quentitios 
(1000 end ever .06<) 


FOR ALL PURPOSES 


Shorp cleor crisp 


John Ottinger; BofA promotion for providing county-by-county 
manager, told the newspaper ad breakdowns of the circulations of 
| executives about the BofA’s plan 14 magazines in comparison with 
es To show how newspapers can |—— 
do a more effective selling job 
through district salesmen, whole- 
salers, retail sales people, etc., a\ 
35-minute skit was then presented 
at the session by six newspaper 
admen and six Armour & Co. sales- 
men. 

Ted Weil, manager of national 
advertising, Louisville Courier- 
Journal and Times, headed the 


Prompt Delivery 


newspaper men actors, and H. C 
Allen of Armour’s Chicago staff 
took the role of manager of the , : ae ee ny 
company’s Louisville branch. : gh = bee Rap 


_, NO. 1 IN PAID CIRCULATION! 


In introducing the presentation, 
J. Garrett Noonan of the Louis- 
ville papers pointed out that the 
annual mortality of general adver- 
tising accounts runs between 40% 
and 45%; 82%% of all accounts 
are using not more than 5,000 lines 
a year, and the annual average of 
frequency of insertion is only seven 
ads. 

The BofA cannot insure the suc- 
cess of a campaign, he said. The 
newspaper has a responsibility to 
a national advertiser to do a grass- 
roots job. 


s William Green, assistant director 
of the bureau, presented a slide 
film on a new “Why Not Climb on 
the Bandwagon” brochure (and 
turn-over presentation) which the 
bureau has prepared for retailers. 
This is an effort to get retailers 
to help convince the national ad- 
vertiser to use newspapers in their 
markets. The brochure emphasizes 
that magazines, radio and tele-| im 
vision appeal to fractions of the | i 
public but that newspapers appeal | 
to all. 
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Along the Media Path 


e@ More than 1,300 reprints of 4-H 
Club stories and photographs car- 
ried by the Chicago Tribune dur- 
ing the National 4-H Club Con- 
‘ress in Chicago have been sent 
to advertisers and agencies by the 
Nationai 4-H News. The reprinted 
material describes 4-H objectives 
and activities designed to imple- 
ment them 


e First issue of the restyled Lion, 
published by the International 
Assn. of Lions Clubs, made its ap- 
pearance in January. Improve- 
ments include higher quality paper 
stock and more legible type faces. 
Bleed pages and a second color now 
are available to advertisers 
throughout the magazine. 


@ Station WTVJ, Miami, on Jan. 
16 launched its new television ex- 
tension courses, presented on TV 
in cooperation with the University 
of Miami. Public speaking and a 
3 course in personal finance are the | 
first subjects offered. The station 
donates air time and “students” 
pay a tuition fee of $5 to cover the 
cost of administration, bookkeep- 
= ing, teaching and mimeographing. | 
ee e@ Ebony has awarded Radio Corp. | 
of America a citation for the ac- 
tivities of RCA’s subsidiaries in the | 
field of industrial race relations 
during 1950. 

The award was presented to RCA 
at a meeting of the Negro press 
held at National Broadcasting Co 
studios in Chicago. Speakers in-| 
cluded Dowdal Davis, president of 
the Negro Newspaper Publishers 
Assn., who warned that almost 
all consumer goods the Negro buys 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Selling — better known 
vas DIRECT SELLING —is building 
| giant volume quickly for many manu- 
| facturers. It may your answer to 
_ dwindling volume, vanishing profits, 
Bes. * soaring costs, and cut-throat competi- 
‘ tion. Direct Selling is fully explaine 
in fascinating Sealhes—enniie FREE. 
Please write on your letterhead. 


“OPPORTUNITY MAGAZINE 


Dept. A—5S1, 28 E. Jackson Bivd., Chicago 4, I! 
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are priced to sell to Americans 
with average income, but that 
earnings of Negroes are at the low- 
est level in the economy. Mr. Davis 
warned that the nation’s economy 
is being affected increasingly as a 
result. 


e Ralph Weil, manager of WOV, 
New York, last week took the 
story of the station’s unusual oper- 
ations (for one thing, it runs 10 
solid hours six days a week of 
Italian language programs) to 
advertising men in Chicago last 
week. He showed them a sound 
slidefilm, “WOV’s Three Million 
People,” delineating the station’s 
story. Subsequently John E. Pear- 
son Co., the station’s representa- 
tive, is showing the film to 
advertising audiences in Minnea- 
polis, Detroit and Cleveland. 


e The January issue of Electrical 


| Merchandising carries 22758 pages 


of advertising—the largest num- 
ber carried in any one issue of the 
publication in its 46 years. 


e Neon Products Inc., Lima, O., 
has published a 16-page booklet on 
the history of signs. The brochure 
reviews the origin and develop- 
ment of shopkeepers’ identification 
signs, including such well-known 
items as the barber pole and the 
pawnshop’s. characteristic three 
globes. Copies are available from 
the company or from Byer & Bow- 
man Advertising Agency, Colum- 
bus. 


e The Milwaukee Journal is dis- 
tributing a ten-page brochure in 
color reviewing Milwaukee’s busi- 
ness growth. Charts show the pop- 
ulation increase since 1940, in- 
creased employment, and data on 
factory pay, annual income, fam- 


| ily income, increased retail sales, 


bank deposits, building contracts, 
home telephones, etc. 


e Charm estimates the buying 
power of America’s working 
women now exceeds $45 billion 
annually, in a comprehensive fact 
file just released. The survey re- 
port analyzes the living habits and 
spending power of women in nine 
major occupational groups. In- 
creasing numbers of women, the 
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Filmack Offers You 
America’s Lowest Cost 


1335 S. Wabash Ave. « Chicago 


Wade te Order 


TV FILM 


COMMERCIALS 


Here’s how FILMACK serves you faster! 
Our large staff and extensive facilities are geared 
to do fine quality work at top speed. 
Here’s how FILMACK saves you money! 
We do all of our own typesetting, artwork, pho- 
tography, special effects, voice recording, music 
and laboratory work. 
Through 32 years of specialized low cost movie- 
making we've learned to deliver high quality 
inexpensively and to pass the savings on to you. 
Let us quote on your job today! 
One minuce TV commercial with audio as low 
as $150.00. 

Send us your script on idea 


FILMACK 


Telephone HA 7-3395 


SANTA FE’S NEWEST—Here are three of 


the passenger cars which went into 
operation Jan. 28 as part of the Santa 
Fe System's new Super Chief. They were 
open for public inspection in Chicago 
Jan. 12-14 on a railroad spur north of 
Tribune Tower, under joint sponsorship of 
the railroad and the Chicago Tribune. 


magazine reports, continue to work 


after marriage, and office workers 
| are the fastest growing feminine 
| occupational group. 


e Country Gentleman last year 
used as cover illustrations 12 paint- 
ings by distinguished artists and 
illustrators who were commission- 
ed to interpret the magazine's edi- 
torial theme—that the end product 
of good farming is good living. The 
magazine has just completed dis- 
tribution of a limited edition of 
4,000 folders containing reprints of 
six of the 12 illustrations. 


e A four-page promotion folder 
reprinting unsolicited letters from 
advertisers has been issued by the 
Peoria Journal and Star. The let- 
ters were used by the paper in 
five- and six-column promotion 
ads which, in turn, are reprinted 
in the folder. 


e Following a “bombing” of Cam- 
den, N. J., with paper in a sim- 
ulated attack, the Courier-Post 
mailed thousands of tear sheets 
of the Jan. 12 front page, together 
with a flyer asking for volunteers 
to join the civil defense organiza- 
tion, to residents of the city. 


e@ Pathfinder marked the opening 
of its 58th year of publication Jan. 
10 with a new cover design and 
changes in format of the news 
pages. 


e@ The January issue of Architect- 
ural Record carries a 12-page, two- 
color insert promoting Fedders- 
Quigan Corp.'s line of unit heaters. 
It is the largest single ad ever car- 
ried by the publication. 


Network AM Stations and 
Musicians at Loggerheads 

Representatives of network ra- 
dio stations in New York and Local 
802, American Federation of Musi- 
cians, were in session to talk con- 
tract terms as AA went to press. 
Although the present contract ex- 
pires Jan. 31, it is believed that few 
if any points have been settled, 
negotiations having been slowed 
by failure to achieve agreement 
on retroactivity. Among the major 
demands the union is said to be 
making are (1) no recorded music 
between 8 a.m. and midnight; (2) 
|50% increase in base pay; (3) a 
| scale covering the minimum num- 
| ber of musicians required for spon- 
sored programs modeled on that 
in effect for the legitimate theater; 
(4) employment of staff musicians 
on an annual basis with paid vaca- 
tion and other privileges accorded 
|regular employes. Contract talks 
covering radio’s music are in pro- 
gress in Chicago and Hollywood, 
| where agreements with locals also 
| expire Jan. 31. 


| Jack & Heintz Names Mahan 


Jack & Heintz Precision Indus- 
tries Inc., Cleveland, electric mo- 
tors, magnetos and aircraft prod- 
ucts, has named Sydney D. Mahan, 
formerly a principal of Kammann- 
Mahan, Cincinnati agency, as 
director of a newly created adver- 
tising and public relations depart- 
ment. 


Atlas Elects Lindquist V. P. 

Atlas Film Corp., Oak Park, II1., 
has elected Norman C. Lindquist, 
television director, as vice-presi- 
‘dent of the company. 
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Hooper Network TV Ratings 


Jan. 1 


Twelve New York and Ohio Cities 


Cavalcade of Sports—Charles 


vs. Oma (Gillette, NBC) . 51.9 
| Texaco Star Theater—Ken 

Murray and Perry Como Subbing (NBC) 49.9 
| Godfrey's Talent Scouts—Steve Allen 
| Subbing one week (Lipton, CBS) . . 46.9 


Fireside Theater (P&G, NBC) . .. 40.3 


Show of Shows (Several sponsors, NBC) 38.3 
Cactus Jim (Co-op, NBC) ... : 363 
Comedy Hour (Colgate, NBC) 35.1 


Texaco Star Theater (NBC) ............ 47.1 
Show of Shows (Several sponsors, NBC) 33.7 
Godfrey's Talent Scouts (Lipton, CBS) .... 32.8 
Toast of the Town (Lincoln-Mercury, CBS) 29.0 
Fireside Theater (P&G, NBC) ........... 29. 
MULTI- 


Howdy Doody (Several sponsors, NBC) .... 16.5 
Camel News Caravan (NBC) .......... . 48 
Kukla, Fran & Ollie (Sealtest, Ford, RCA, 

ED dradiwenased nek ees sone SRT 
Perry Como (Chesterfield, NBC) ... 11.7 
Captain Video (W. Johnson candy, Du- 

a sxsee Sa 


San Francisco, St. 


TOP TEN 


Jack Benny (Lucky Strike, CBS) 15.3 


"\ ff, Frere 13.2 
Walter Winchell! (Richard Hudnut, ABC) 12.5 
Charlie McCarthy (Coca-Cola, CBS) .... 121 
Amos ‘n’ Andy (Lever Bros., CBS) .... lll 


Arthur Godfrey (Several sponsors, CBS) 95 
Rosemary (Ivory, CBS) .......... . 7.8 
Grand Slam (Continental Baking, CBS) .. 7.7 
Ma Perkins, (Oxydol, CBS) .... 7.7 
Big Sister (P&G, CBS) ................ 7.6 


Theater of Today (Armstrong, CBS) ...... 68 
Grand Central Station (Pillsbury, CBS) .. 6.7 
The Shadow (Grove, MBS) ............. 64 
Junior Miss (Lever Bros., CBS) ........ 6.1 
True Detective (Williamson candy, MBS) 5.9 


-14, 1950 

Philco Playhouse (NBC) ... 34.3 
Mama (Maxwell House, CBS) ..... : 1 
Your Hit Parade (Lucky Strike, NBC) 33.4 
Lights Out (Admiral, NBC) ............. 32.6 
Hopalong Cassidy (General Foods, NBC) 318 
Godfrey & His Friends (Chesterfield, 

Toni, Pillsbury, CBS) a 3! 
Kraft Theater (NBC) - , eC 
Toast of the Town (Lincoln-Mercury, CBS) . .30.2 


Pulse Network TV Leaders 
Dec. 1-7, 1950 


Boston, Chicago, Cincinnati, Cleveland, Columbus, Dayton, Los An- 
geles, New York, Philadelphia, San Francisco, St. Louis, Washington 
EVENING, ONCE-A-WEEK 


Comedy Hour-Cantor (Colgate, NBC) ..... 28.9 
Philco Playhouse (NBC) ............ 28.5 
Studio One (Westinghouse, CBS) . 27.3 
The Goldbergs (Sanka, CBS) ...... oe 26.8 
Hopalong Cassidy (General Foods, NBC) 26.0 
WEEKLY 
Mohawk Showroom (NBC) ............ 1% 
CBS-TV News (Oldsmobile) ............ 110 
Faye Emerson (Pepsi-Cola, CBS) ........ 10.9 
Little Show (Van Camp, NBC) .......... 10.1 
Roller Derby (Lucky Strike, Blatz, ABC) .. 9.9 
Kate Smith (Several sponsors, NBC) ..... 9.9 


Pulse Inc. Radio Ratings 
Nov. 1-6, 14, Dec. 1-7, 1950 


Birmingham, Boston, Buffalo, Chicago, Cincinnati, Los Angeles, Min- 
neapolis-St. Paul, New Orleans, New York, Philadelphia, Richmond, 


Louis, Washington 
EVENING 


My Friend Irma (Lever Bros., CBS) 10.4 
Bob Hope (Chesterfield, CBS) ... oe 10.2 
Fibber & Molly (Pet Milk, NBC) . - 102 
Groucho Marx (DeSoto-Plymouth, NBC) 10.0 
Godfrey's Talent Scouts (Lipton, CBS) 9.9 


DAYTIME, FIVE-A-WEEK 


SATURDAY AND SUNDAY DAYTIME 


Helen Trent (Whitehall, CBS) ........... 7.5 
Wendy Warren (General Foods, CBS) ..... 7.4 
Our Gal Sunday (Whitehall, CBS) ...... 7.4 
Guiding Light (P&G, CBS) .......... 7.3 
Aunt Jenny (Lever Bros, CBS) .... 7.3 
Stars over Hollywood (Armour, CBS) ..... 5.8 
Let's Pretend (Cream of Wheat, CBS) .... 5.4 
Give and Take (Toni, CBS) ............. 5.2 
Martin Kane (U.S. TobaccoCo., MBS)... 4.5 
The Falcon (Kraft, NBC) .............. 43 


CBS Sues DuMont 
over Color Patents 


New York, Jan. 25—Columbia 
Broadcasting System this week 
filed suit in U. S. district court 
here against Allen B. DuMont 
Laboratories charging patent in- 
fringement on the CBS color 
system. 

The network asked for an in- 
junction and an accounting, 


fully infringed CBS patents by 
manufacturing, using and offering 
for sale industrial color television 
based on CBS color television 
patents.” 

The CBS petition said an ex- 
Columbia employe, G. R. Tingley, 
in 1949 joined DuMont, which 
“persuaded or otherwise caused” 
him “to disclose to the defendant 
confidential design, construction, 
information and knowledge... in 
breach of trust.” Mr. Tingley heads 
the color and video techniques 
department of DuMont’s research 
division. 


e Commenting on the 
DuMont Laboratories said: “As 
far as DuMont is concerned, its 
research and development are con- 
ducted along well-known and 
commonly accepted engineering 
principles. As far as the question 
|of Mr. G. R. Tingley is concerned, 
it’s nonsense. How could it be con- 
| fidential if it’s patented? DuMont 
|} has in the past and will continue 
jin the future to investigate many 
different systems of color. Because 
of the fact that there is no com- 
mercial activity in color television, 
|any amounts involved would be 
| inconsequential.” 
Danchuk Joins Biow Co. 
George Allen Danchuk has 
|joined the Hollywood office of 
| Biow Co. as art director and pro- 
| duction manager. He succeeds E. C. 
| Williams, who has been recalled to 
active Army service. 


charges, 


alleging: “During the last six years 
DuMont has deliberately and will- | 


| Doremus & Co. Adds Two 

| Dirk Van Slyke, formerly with 

| Buchanan & Co., and Robert S. 
Coleman, formerly on the staff 
of the Post, Bridgeport, Conn., 
have joined the public relations 
division of Doremus & Co., New 

| York. 


| Ethan Joins Zlowe Agency 

Seymour Ethan, formerly with 
| the New York Times, has joined 
jthe copy staff of the Zlowe Co., 
| New York agency. 


Heads Woodworking Firm 


Thomas B. Malarkey has been elected 
president of M. and M. Woodworking 
Company, Portland, manufacturers of 
wood products. Mr. Malarkey and 
268,873 other men of action through- 
out American business read The Wall 
Street Journal daily. 

(ADVERTISEMENT) 


—> — —— 


en 2 we ew 2 ee 


a RE | 
5 Ga = a 
j “ ie ae : ‘ 
a 
Se ee 
| Pt 
es ee | 
Pe | 
| 
. | | 4 s OE 
a ee 
a ee 
Se a a 
é age VERTISE | i 
- A: : matt gunckt VE “ ae 
, ea nS 
| Leen | 
‘ : = = ‘ 
. ; sa | id ‘a ‘ 
oe s ’ . 
- + ay sso” ‘ " i 
P ’ ‘ pots 0 ? , 
s rs with es | 
. oe wit 690 Lb 
‘ # . cow? . a ¢ 3 
1 gots TT | 
eh so ‘ | 
‘ ’ yet Lae \~ -F \& ; 7 
+ got ‘, 1 |} 
<! ae ° wre s ; a. 4 
ed . grt ote " 
| ec ae 
: . | : = — a 
_ * Se « ° 
ae oe ay on po BS | era nie an aa 2 at yg ; a eae = [as bi eere ti = ma 1 : bs ae : Bee ay i au 7 a ee! 5 ie ee beg : | 


ee ee 


wv 


Advertising Age, January 29, 1951 


Charles Hart of 
Hanly, Hicks Dies 


New York, Jan. 26—Charles 
Spencer Hart, 63, an executive of 
Hanly, Hicks & Montgomery, died 
of a heart attack yesterday. Born 
in Cincinnati, he was graduated 
from Yale in 1908 and joined the 
staff of Hearst Magazines, of 
which he was manager at the time 
of World War I. He resigned to 
become head of the Army's mo- 
tion picture propaganda division. 

After the war he traveled ex- 
tensively and studied advertising 


techniques in various countries 
and wrote “Foreign Advertising 
Methods,” which became a Col- 


umbia University textbook. From 
1922 to 1937 he was business man- 
ager of Elks Magazine. Later he 
became Grand Exalted Ruler of 
the Elks. 

From °38 to '40 he was chair- 
man of the World’s Fair Committee 
of Civic Fraternal Organizations. 
In World War II he served in the 
Army as a lieutenant colonel on 
special duty. After demobilization 
he joined Erwin, Wasey & Co. as 
a vice-president, where he han- 
dled the Air Transport Assn. ac- 
count, and about a year ago took 
charge of public relations activi- 
ties at Hanly, Hicks & Montgom- 
ery. 


THOMAS H. REVERE 

New York, Jan. 26—Thomas H. 
Revere, 48, radio and television 
manager of Biow Co., died sudden- 
ly yesterday afternoon. 

Mr. Revere was a reporter for 
several years with the Columbus 
Dispatch, New York Herald Trib- 
une, Baltimore Sun, and city edi- 
tor of the New York Post. From 
1930-42 he was vice-president and 
manager of radio for Benton & 
Bowles; from °42-’45 he held a 
similar position with Ted Bates 
& Co., and from °45-'47 with Dona- 
hue & Coe. He joined Biow in 
1947. 


WILLIAM G. SCHOLTS 
Los ANGELEs, Jan. 24—William 


Last Minute News Flashes 


June Smith, R. L. Goldsmith Named by Dell 

New York, Jan. 26—Dell Publishing Co. has appointed Robert L. 
Goldsmith assistant promotion manager and June Smith research 
manager. Mr. Goldsmith was formerly advertising director of Schine 
Hotels, and Miss Smith was previously projects director with Daniel 
Starch & Staff. 


Stanley Arnold Joins Weintraub Agency 

New York, Jan. 26—Stanley N. Arnold, formerly vice-president in 
charge of advertising and public relations of Pick’n Pay Super Mar- 
kets Inc., has joined the executive staff of William H. Weintraub & Co 
He will work on marketing and promotion problems. 


Air King Names Weis! Ad. Sales Promotion Manager 

BROOKLYN, N. Y., Jan. 26—Edwin Weis] Jr., formerly advertising 
manager of Tele-King Corp., has been appointed advertising and sales 
promotion manager of Air King Products Co., maker of TV receivers 
and radios 


Delaware Flor-Ever Ads Feature Coupons 

New York, Jan. 26—Delaware Floor Products will launch its 1951 ad- 
vertising next month, featuring the theme that “Flor-Ever cuts cleaning 
cares 40%,” with pages in Better Homes & Gardens, Good Housekeep- 
ing, House & Garden, Living for Young Homemakers, McCall's and 
Small Homes Guide. Each ad will contain a coupon offering free test 
sample and literature. Similar ads will appear bi-monthly in American 
Builder and Magazine of Building. Business papers to be used include 
Retailing Daily, on a weekly basis, and Flooring & Rug Profits monthly. 
E. T. Howard Co. is the agency. 


LeVally Resigns Household Finance Corp. Account 

Cuicaco, Jan. 26—LeVally Inc. has resigned the Household Finance 
Corp. account, effective April 30. The agency had handled Household 
Finance advertising since it was formed in July, 1947. Shaw-LeVally 
Inc. had directed Household’s advertising prior to that date. James 
G. Cominos, vice-president and general manager of LeVally Inc., and 
Stuart H. Rae, vice-president in charge of art, have resigned from the 
agency. 


Hensler Switches Agencies; Other Late News 

e Joseph Hensler Brewing Co., Newark, N. J., has switched its account 
from Chas. Dallas Reach Co. to Lewin, Williams & Saylor, Newark, 
effective Feb. 1. 


e Richard E. Fredericks of Fredericks Advertising has joined LaPorte 
& Austin, New York, as vice-president. Accounts formerly handled by 
Fredericks Advertising will be taken over by LaPorte & Austin on 
Feb. 1 with Mr. Fredericks as account executive. 


e Cohn, Hall, Marx Co. has switched its Cohama Ties division to Ben 


Sackheim Co., New York, which already handles Cohama fabrics for 
the company. Dorland Inc. formerly had the account. 


e DeJur-Amsco, maker of movie cameras and photographic accessor- 
ies, has named Grey Advertising, New York, to handle its account. 
Magazines, newspapers, television, photographic and business papers 
; and direct mail will be used. Peck Advertising is the previous agency. 


G. Scholts, founder of Scholts Ad-| on the theory of waving hair in 
vertising Service, and head of the | 1905 in London where he had es- 


organization since 1923, died at 
his home here. He was once pres- 
ident of the Advertising Club of 
Los Angeles, and president of the 
Los Angeles Sales Executive Club. 


WILLIAM O'BRIEN 

New York, Jan. 
O’Brien, 59, retired public relations 
executive, and formerly assistant 
to the president of Crowell-Collier 
Publishing Co., died Jan. 22 after a 
long illness. 

Mr. O’Brien retired two years 
ago as an executive of the Fred 
Eidean Organization here because 
of poor health. He was with Cro- 
well-Collier for 19 years and later 


with the public relations depart- | 


ment of General Motors Corp. 


Cc. W. ‘TOBY’ DOHENY 
Cuicaco, Jan. 22—Clarence W. 


> “Toby” Doheny, 63, central division 


sales manager for Standard Rate 
& Data Service, died yesterday in 
Evanston Hospital. 

Mr. Doheny had been associated 
with SRDS for 27 years, and had 
held his present position since 
1941. 

Born in Windsor, 
was a hockey’ enthusiast 


Ontario, he 
and 


served as official penalty time-| 
‘keeper for the Chicago Black 


Hawks National Hockey League 


)team for more than 20 years. 


CHARLES NESSLER 

New York, Jan. 24—Charles 
Nessler, 78, originator of the per- 
manent wave process, and credited 
with the invention of false eye- 
lashes, died Jan. 22 of a heart at- 
tack at his home in Harrington 
Park, N. J. A native of Switzerland, 


where he was trained as a barber- | 
surgeon, he gave his first lecture, 


24—William | 


| tablished himself as a_ coiffeur. 
| Four years later he substituted a 
machine for electric irons in his 
demonstrations. | 
| He left England for the United 
| States in 1915, and opened a shop 
|in New York, where a permanent 
wave cost $120. Mr. Nessler used | 
the name of Nestle in business. He 
sold his company in 1928 to a 
Cleveland syndicate which adopted 
the name of Nestle-Le Mur Co. 


R. C. COVINGTON 


ATLANTA, Jan. 22—R. C. Coving- 
ton, 37, vice-president and treas- 
urer of Charles A. Rawson & As- 
sociates, advertising agency, died 
here Jan. 18. 


CURTIS B. SMITH 

New York, Jan. 22—Curtis B. 
Smith, 63, for 35 years an adver- 
tising executive for Socony-Vacu- 
jum Oil Co. here, died Jan. 18 at 
his home in New London, N. H., 
after a six-month illness. 


LUKE SELLS STITES 

CINCINNATI, Jan. 23—Luke Sells 
Stites, 55, president of Keelor & 
Stites advertising agency here, died 
| of a heart illness on Jan. 20. 


| Mr. Stites was co-founder of the 
| agency in 1924, and also was active 
jin helping to organize the First | 
Advertising Agency Group. 

He was widely known in both 
advertising and civic circles and 
wrote several articles on advertis- 
ing, including a widely-read bro- 
chure entitled “Appreciation of 
Advertising.” 


WERC-TV Names Paul Wagner 

Paul E. Wagner has been named 
to the sales staff of Station WKRC- 
TV, Cincinnati. 


Parents’ Substitutes 


for Two Magazines 


New York, Jan. 23—Parents’ 
Institute is scrapping Varsity and 
Senior Prom and in mid-year will 
replace them with two pocketsize 
magazines, 21 and Compact. The 
new magazines, which will form a 
Youth Group, will be published 
bi-monthly, in alternate months. 

B&w page rate for 21, intended 
for young men in the 17-to-21 age 
group, will be $395, and for Com- 
pact, aimed at girls between 15 
and 18, will be $395. Group price 
will be $740. Rates for the old 
Varsity and Senior Prom were 
$590 and $1,550, respectively. 

Circulation guarantee for the 
new group will be 400,000 yearly 
average, with each magazine guar- 
anteeing 200,000. Varsity had 
guaranteed 200,000 and Senior 
Prom 600,000. 

Compact will reach the news- 
stands on June 1, and 21 on July 
1. Both magazines will be under 
the editorial direction of Oscar 
Dystel, formerly editor of Coronet. 
Mr. Dystel yesterday was named 
assistant to the president and edi- 
torial adviser of Parents’ Institute. 
He was formerly on the executive 
staff of Cowles Magazines. 


| Signs for AM, TV Newscast 


Mutual of Omaha, through Boz- 


| ell & Jacobs, Omaha, has launched 


a new television and radio pro- 
gram featuring Bob Considine, In- 
ternational News Service writer 
and author. The TV program, 
scheduled for 39 weeks, is carried 
on 22 NBC-TV stations at 5:30-6 
p.m., EST, Saturdays. Other sta- 
tions will be added as they become 
available. The 15-minute radio 
program, planned for 52 weeks, is 
aired on 160 NBC stations from 
2:30-2:45 p. m., EST, Sundays. 


LIFE AWARD~—For 
NAEA’s 40 yeors, an honorary life mem- 


the sixth time in | 


bership hos been awarded, this time | 

presented last Monday by Hal Monzer | 

(left), Worcester Telegram and Gazette- 

Post, to George Aver, sales manager of 

Moloney, Regan & Schmitt, New York, who 
headed NAEA in 1934. 


Dr. Pepper Sues 
Coca-Cola; Says 
5¢ Price Is Unfair 


(Continued from Page 1) 
Coke to store owners at 80¢ per 
case of 24 bottles, which is 16¢ 
less than the price in comparable 
cities, Dr. Pepper said. 

(However, as recently as Dec. 
25, AA found that Coca-Cola's 60 | 
wholly-owned bottling plants were 
charging only 80¢ a case to re- 
tailers, although some 125 of the 
company’s 1,100 franchised bottlers 
throughout the country had raised 
prices in October to 96¢, and in one 
case $1.10, in markets where Coke 
sells for 5¢.) 


s Because of this, and other re-| 
Strictive practices, Dr. Pepper al- 
leges that it lost $250,000 operating 
in the Chicago area since 1948 
because it had been forced to meet 
Coca-Cola's price in order to sell 
its own product. It asked treble 
damages, as provided by anti-trust 
laws. 

The suit also charged that Coca- | 
Cola interests (a) falsely repre- 
sented to consumers that a retail 
price of more than a nickel for 
soft drinks was “unjustifiable and 
against public interest”; (b) re- 
strained sales of Coke by import- 
uning consumers not to do busi- 
ness with stores charging prices 
other than those fixed by Coca- 
Cola; and (c) loaded dealers with | 
Coke at no cost, requiring them 
to pay for it only when they had 
resold it. 

In addition to Dr. Pepper, the 
bottling company also markets! 
NuGrape and Sun Crest orange, 
root beer and strawberry beverages 
in the Chicago area. 


Wholesalers Ask 
. . ’ 
Historic Pattern 

New York, Jan. 25—The Whole- 
sale Dry Goods Institute at the 
concluding session of its three- 
day convention here yesterday 
passed and sent to Washington a 
resolution urging officials writing 
control regulations to specify that 
suppliers must offer proportionate 
numbers of units to wholesalers 
provided merchandise had been 
distributed in this way during the 
three preceding years. 

To guard against subterfuges 
that would permit a supplier to 
discriminate against dry goods 
wholesalers, the resolution called 
for maintenance of the so-called 
historic pattern of distribution by 
any new operator who might take | 
over a supplier’s business. 

Henry Matter, executive vice- 
president of the institute, speaking 


| worst 


at the closing session, outlined the 
institute’s position on price con- | 
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Carroll Attacks 
Current Retail 
Ad Procedures 


9° 


Harrispurc, Pa., Jan. 22—Retail 
stores place ads in newspapers for 
av “and most of 
them are pretty ill-founded,” ac- 
cording to Edward Carroll, sales 
promotion manager for Hess 
Brothers, department store, Allen- 
town, Pa 

Mr. Carroll told members of the 
Interstate Advertising Managers’ 
Assn. here last week that “the 
reason of all” for using 
newspaper space is that the mer- 
chant has some goods in stock and 
wants to get rid of the items 

“Today,” he told the newspaper 
ad group, “retailing has come so 
far from the pack on the peddler’s 
back that reasoning like [the pre- 
ceding] is comparable to making 
up news pages from items you 
heard at a beer party. 


riety of reasons 


e “The modern-day retailer,” he 
continued, “makes his purchases, 
stocks his store, runs his ads and 
gets his results on the fresh new 
items his customers are looking 
for, at the exact time they want 
them, at the prices they want to 
pay. 

“It's called pushing the leaders, 
and it has become the credo of 
modern merchandising. The mer- 
chant who uses white space 
unload his stocks, to move out his 
bad buys, to ‘peddle his dogs’ is 
buying the most expensive adver- 
tising in America today.” 


Mr. Carroll made a strong plea’ 
for merchandising advertising—_ 
budgetary control. , 


without strict 


to. 


“Hess Brothers,” he said, “has no! 


advertising budgets in any depart- 
ment... It’s rather surprising that 
the old budget system still exists 
in so many stores. 


e “In any one of its various 
forms,” he continued, “it amounts 
to the fact that Department X or 
Department Y has so many dollars 
to spend or so many inches of 
advertising in a given month. 

“Our experience was that the 
buyer of Department X ‘spent’ that 
money or ‘filled’ that space, with 
no appreciable results. At the same 
time, the poor buyer of Depart- 
ment Y had to pass up a wonderful 
buy or failed to get the utmost out 
of a terrific promotion because he 
couldn't get sufficient advertising 
to do the job correctly.” 

As proof that the Hess Brothers 
philosophy pays dividends, he de- 
clared that the store ran about 
6,000,000 lines of advertising in 
1950 and the ad cost in relation 
to sales is “well below the national 
average.” 

Mr. Carroll also lashed indis- 
criminate use of co-op ads. Omni- 
bus ads made up from manufac- 
turers’ mats “speak for themselves 
in poor appearance and weak re- 
sults,” he declared. 


@ Gradual disappearance of space 
discounts, he continued, may bring 
down the total space used by big 
advertisers. When this happens, 
the little advertisers will cut their 
space too, he contended. “I can't 
help but believe that your book- 
keeping departments are wielding 
the knife without due regard for 
your or our advertising people 
There is an important incentive in 
space discounts,” he concluded, 
“and it's being wiped right off the 
slate.” 

New officers of the association 


|} include Lindsey E. Bierer, adver- 


tising manager, Herald-Standard, 
Uniontown, Pa.; Lowell H. Cross, 
Record, Stroudsburg, Pa., vice- 
chairman, and Waldenar P. Wood, 


trol, which he recently presented | Record, Coatesville, Pa., secretary- 


to Price Administrator DiSalle. 


treasurer. 
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Tougher Competition 
Ahead, NAEA Told 


(Continued from Page 1) 

Speaking as chairman of the 
Assn. of National Advertisers’ 
newspaper steering committee, Mr. 
Robertson struck blows against 
forced combinations, over-extend- 
ed circulations, false billing and 
other newspaper practices which 
he said put the medium in a weak 
position to meet the challenge of 
television particularly. 


e The Colgate executive compli- 
mented the newspapers and Bu- 
reau of Advertising for their many 
research studies and enlightened, 
helpful selling efforts—although 
he said he still finds a few sales- 
men doing a destructive job. 

But on the negative side, Mr. 
Robertson declared, many news- 
papers are guilty of what he calls 
“mal - distribution...the circula- 
tion of a newspaper over such a 
broad area that as an advertising 
medium it serves more the func- 
tion of a sectionalized magazine 
than that of a newspaper. 

“All of you know,” he said, “that 
most sectionalized magazines have 
pretty tough sledding to make ends 
meet in lean years, and I’m strong- 


) ly of the opinion that certain news- 
» papers have extended their cov- 


much too far from 
The mal-distribution 
of some of the larger daily news- 


) erage areas 


} papers is a distinct disadvantage, | 


} and I urge certain publishers to 
reexamine their distribution pat- 
terns to determine whether they 


if they have gradually become 
daily magazine publishers. 


- 
: 
| are still publishing newspapers or 


}e “I could spend more than my 
§ aliotted time on the various un- 
jeconomic evils of mal-distribution 
Salone if I tried to deal with all the 
jcauses and effects, but the 
S worst evils of it in my opinion 
Sare the forcing to the consumer of 
Fthe sale of a daily paper in order 
}for the reader to be able to buy a 
‘Sunday paper, and the forcing of 


the general advertiser to use space | tract... 


jin a paper circulated throughout 
‘most of an entire state in order to 
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| placed and billed at the contract 


cover just one city in the state, 
even though that one city may be 
the only natural market for his 
product.” 

If more publishers knew “their 
cost per column,” he continued, 
“the local-national differential 
would be eliminated over a com- 
paratively short period of time... 
Although I can’t prove it, I be- 
lieve that some retail advertising is 
being carried at less than the cost 
per column today.” 


s Attacking economically unsound | 
forced combinations that keep 
rates too high for many advertisers, | 
Mr. Robertson urged adoption of 
realistic optional combination 
rates. “By these,” he said, “I don’t 
mean rates for the individual | 
papers that are so high that any 
advertiser would be nuts not to 
take advantage of the combination 
rate. I mean a rate for each paper 
based on the cost of manufacture 
plus a legitimate profit, with an in- | 
centive for the quantity buyer, the | 
buyer who can profitably use both | 
papers.” 

Although he voiced approval of | 
cooperative advertising, the Col- 
gate executive condemned its 
abuses, including that of double 
| billing, “enabling a distributor to 
| collect for cooperative advertising | 
| from a manufacturer at a higher | 
rate than the distributor actually 
pays. 


gs “In addition,” he said, “I have 
been told that newspapers that 
would not think of being guilty of 
double billing happen to have let 
blank newspaper invoices leak to 
distributors who were not averse 
to filling in rates for space that 
were actually higher than national | 
rates. Further, there is the highly 
questionable practice of delivering 
to retailers, who place cooperative 
advertising, at the end of a con- 
tract year, a big rebate for lower 
rates earned due to the placement 


| 


of space far in excess of the con- 


“It may be argued that the news- 
paper has no responsibility to see 
that the rebate is properly divided 
with the manufacturers for whom 
cooperative advertising has been 


rate... but actually the newspaper 
may have cheated itself out of a 
| goodly share of the billing repre- 
| sented by the rebate... 

“In the long run, there is no sub- 
stitute on the part of either the 
manufacturer or retailer for con- 
sumer demand, and advertising 
monies that are pocketed instead 
of being spent, never yet built 
consumer demand for anyone.” 

He warned newspapers that TV 
is going to be the toughest com- 
petitor they have ever faced. It is 
a “money gobbler,” he admitted, 
“but advertisers are going to use 
hy 


@ Following Mr. Robertson's talk, 
which Alfred Stanford of the New | 
York Herald Tribune aptly called | 
“full of candor,” Mr. Stanford in- 
troduced a resolution condemning 
the practice of double billing as 
dishonest. 

The proposal was opposed on the 
floor by James Gediman, Hearst | 
Advertising Service, on the! 
grounds that few newspapers en- 
gage in the practice, and that to 
go on record against it would only 
do newspapers the disservice of, 
bringing them under suspicion. | 
However, the resolution was 
passed with few negative votes. It 
was the only controversial resolu- 
tion of the three-day meeting. 


e H.H. Kynett, Aitkin-Kynett Co., 
| Philadelphia agency, and president 
of Audit Bureau of Circulations, 


NAEA-ERS— Serious attention to newspaper 


problems was evidenced on the opening 


day of the Newspaper Advertising Executives Assn. annual meeting. Shown here 
are (left to right): At top, Karl Finn, ad director, Cincinnati Times-Star, and Ralph 
Hemming, manager, general advertising, Columbus Dispatch. Middle picture: James 
Armistead, v. p. and ad director, Nashville Banner, and Robert Drew, Milwaukee 
Journal ad director. Below: Morrie Sharp, od manager, Portland Journal; Tom 
Cathcart, v.p., and John Sterling, president, This Week Magazine, New York. 


spoke at the Monday session as a 
representative of the American 
Assn. of Advertising Agencies. 

Relations between the newspa- 
per ad executives and agency men, 
he said, have been marked in re- 
cent months by progressive under- 
standing. “About the only thing we 
cannot do is to set a time table 
for our progress,” he added. 

Mr. Kynett said one major step 
forward was agreement by the) 
Four A’s, Assn. of National Adver- 
tisers and American Marketing 
Assn.—with NAEA and Bureau of 
Advertising approval—on recom- | 
mended standards for media mar- | 
ket data for uniform population 
breakdowns (AA, Jan. 12). 

The standards, he observed, will 
(1) eliminate much difficulty for 
media men in correlating dissim- 
ilar media data, and (2) save time, | 
money and frustration for the pub- | 
lisher anxious to cooperate but baf- 
fled by demands for ns 
that range “all over the lot.” 


e Mr. Kynett said that only al 
“dribble” of standard market and 
media data forms (169 in all) have | 
been prepared by newspapers on | 
their markets, and he guessed that 
“sheer inertia” is responsible. 

Several requests he made were: 

Use the standardized billing form 
prepared by the Institute of News- 
paper Controllers and Finance Of- 
ficers. 

Cut the newspaper payment 
dates (there are now some 16 dates 
specified) to three (the 10th, 15th 
and 20th). 


Give some form of rate protec- 
tion, at least so that rate increases 
are clear as to cancelation clauses, 
dates, etc. 

Retain the cash discount. 
Only 74 newspapers now fail to 
give it, he said. 


9c 
2% 


@ Also at the opening session, Jeff 
Twentyman, Metropolitan Clothing 
Co., Dayton, gave the newspaper 
admen a heart-warming exhorta- 
tion on the “newspaper’s right to 
the retailer’s advertising dollar.” 
He showed an imaginative group 
of newspaper ads he and his ad 
staff had prepared and told how 
each had sold out stocks of shirts, 
men’s jewelry, etc. 

Lee Ward, Ward-Griffith Co., 
president of the American Assn. 
of Newspaper Representatives, 
called a series of “witnesses,” 
each of whom told how his own 


newspaper had profited by making | 


use of AANR promotional mate- 


| rials. James Gediman, Hearst Ad- 
| vertising Service, 


“introduced as 
evidence” three letters extolling 
the work of the representatives’ 
organization, from Franklin Bell 
of H. J. Heinz Co., the Media 
Men's Assn. of New York and Paul 
Willis of Grocery Manufacturers 
Assn. 

Douglas Taylor, J. P. McKinney 


& Sons, chairman of AANR’s new | 


business committee, said that the 
movie version of the group's “Bus- 
iness—Speak Up” presentation to 
retailers would be ready in mid- 
February, a month later than 


| earlier forecast (AA, Dec. 11). All 
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former presentations of AANR, 
he said, are still being used to ad- 
vantage in various ways. 


@ Otto Silha, Minneapolis Star 
and Tribune, and E. H. Burgeson, 
Madison Newspapers, put on a 
sparkling dialog presentation of 
“Profit-Tested Sales Presenta- 
tions.” Eight newspapers’ promo- 
tion case histories were described 
to show how planned research and 
well-arranged selling tools have 
rung up sales on newspaper cash 
registers (they used a cash register 
as a prop). National Newspaper 
Promotion Assn. has had their dia- 
log and case histories printed in 
booklet form. 

Besides the Bureau of Advertis- 
ing session (reported on Page 61) 
on Tuesday, there was a skit in the 
morning on the Treasury savings 
bond campaign. This was handled 
| by Harvey A. Huff, New Bruns- 
| wick Home News and Sunday 
Times, with Herbert A. Beuer- 
mann, Henry C. Young and Elihu 
|E. Harris of the savings bond 
| division’s advertising department. 
| Tuesday afternoon was devoted to 
| off-the-record round table dis- 
| cussions for newspapers in various 
| circulation groups. 


|@ Officers elected at the closing 
| session Wednesday morning in- 
cluded: President, Louis E. Hein- 
del, advertising director, Madison 
Newspapers; Ist vice-president, 
| Herbert G. Wyman, advertising 
| director, Pittsburgh Post-Gazette, 
and Laurence T. Knott, advertising 
| director, Chicago Sun-Times. Ro- 
| bert C. Pace, assistant advertising 
director, Call-Chronicle, Allen- 
town, Pa., was reappointed secre- 
tary-treasurer. 

New directors for three-year 
terms are: J. G. Noonan, Louis- 
ville Courier Journal and Times: 
Leon Kondell, Herald-News. Pas- 
| saic, N. J.; G. P. Swanson, Chron- 
| icle, Spokane, Wash.; and Philip 
| Buchheit, Herald-Journal, Spar- 
| tanburg, S.C. 
| Wilson Condict, St. Louis Globe- 
Democrat, was elected to fill the 
unexpired term of Mr. Knott, and 
T. H. Johnstone, Ottawa Journal. 
was elected to complete the term 
of Harry Saul, Winnipeg Free 
Press, who resigned. 


w Wednesday's session was de- 
voted largely to “two-minute idea” 
reports from nine newspapers and 
to committee reports. It was an- 
nounced that the association has 
1018 members and that 627 
persons registered for the conven- 
tion, a near-record. 

At a luncheon Monday, Hugh 
Baillie, president, United Press 
Assn., reported his personal obser- 
vations on Europe and Asia, and at 
Tuesday’s luncheon, William L. 
Laurence, New York Times science 
editor and twice Pulitzer, prize 
winner, talked on “The Hydrogen 
Bomb and the Outlook for World 
Peace.” 

About 250 agency executives 
|; were guests at a reception Mon- 


| day evening. 


Simon Opens Chicago Office 


Simon Adhesive Products Corp., 
New York, manufacturer of self- 
adhesive products, has opened a 
Chicago office at 1912 W. Lake St. 
| Sol I. Katz, formerly assistant to 
|the president of Chicago Show 
Printing Co., has been named mid- 
western sales manager. 


To Colman, Prentis & Varley 

Ballantyne of Peebles Inc. and 
D. Ballantyne Bros., New York, 
have appointed Colman, Prentis & 
Varley, New York, to handle ad- 
| Vertising of Scottish suiting and 
coating fabrics and cashmere 
| Sweaters. Business papers will be 
used. 


Appoints Moser & Cotins 

Troy Chemical Co., New York, 
manufacturer of Savoss and other 
veterinary preparations, has ap- 
yore Moser & Cotins, Utica, N. 
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Federal Reserve Figures on Department Store Sales 


WASHINGTON, Jan. 22—Retail 
business is too good. 

Widespread fears of shortages in 
consumer goods have pushed re- 
tail sales figures to unprecedented 
heights for January. 

Normally, following the normal 
Christmas buying wave, the de- 
partment store sales curve plum- 
mets to a low point in the last 
week of any given year and then 
turns upward slowly as January 
clearance sales stimulate buying. 

This year, however, retai] mer- 
chants found that the normal Jan- 
uary promotions were not needed 


DEPARTMENT STORE 
SALES INDEX 


1935-39 EQUALS 100 


Week to Jan. 13, '51*..p306 


Week to Jan. 14, 50*....233 
Week to Jan. 6, '51*....285 
Week to Jan. 7, 50*....205 
Month of Nov., °50......p291 


Month of Nov., °49........ 27 


pPreliminary. 
“Not adjusted seasonally. 


ar 


to bring in customers. In the first 
week of 1951, sales were up 39% 
over the same week a year ago. 
And in the second week of 1951, 
dollar volume was up 31% over 
the preceding year. 

The new consumer buying wave 
is not confined to any given sec-| 
tion of the country. All Federal | 
Reserve districts and cities re- 
ported gains, and Seattle volume 
rose an almost unbelievable 101% 
above sales in the same period a 
year ago. 

Other large gains among the 
cities reporting were those of Port- 
land (up 55%), Salt Lake City 
(54%), Wichita (up 47%) and 
Erie (up 45%). 

District gains ranged from 24% 
in the Atlanta and Dallas areas to 
39% on the West Coast. In evaluat- 
ing the lower figures in the south- 
ern states, it is important to note 
that buying in this area continued 
heavy last summer after war-scare 
purchases tapered off elsewhere. 


% Change from 
Previous Year 


Week Ended 
Federal Reserve Dec. Jan. Jan. 
District and City 3o 6 13 
UNITED STATES .. 20 39 3 
Boston District 10 MM 31 
New Haven 7 xu 18 
Boston 13 65 33 
Springfield 3 40 32 
Providence 5 32 29 
New York District rile 31 
Newark 24 «635 31 
Buffalo 25 «=r32 27 
New York 15 28 32 
Rochester 29 «—«r38 30 
Syracuse 17 «=r46 38 
Philadelphia District 19 «6rd b>) 
Philadelphia . 17 +=r33 25 
Cleveland District . 23 56 3 
Akron 19 73 40 
Cincinnati 26 68 23 
Cleveland 22 47 28 
Columbus 15 43 15 
Toledo 26 55 41 
Erie 28 52 45 
Pittsburgh 27 58 % 
Richmend District is 27 29 
Washington .... 19 25 3 
Baltimore 14 30 27 
Atlanta District 6 re a4 
Birmingham 17 29 31 
Miami 28 28 ° 
Atlanta 17 41 «4 
New Orleans 0 28 12 
Nashville 12 35 20 
Chicago District .. 2 35 Bd 
Chicago . l4 23 27 
Indianapolis . 19 69 26 
Detroit 31 56 36 
Milwaukee 33 16 27 
St. Leuis District .. 6 Ft 25 
Little Rock 16 75 22 
Louisville 12 51 24 
St. Louis 18 55 22 
Memphis - ll 80 25 
Minneapolis District . 18 29 30 
Minneapolis . . 24 28 28 
St. Paul 9 28 32 
Duluth- -Superior . 4 41 30 
Kansas City District 2 Bi M4 
Denver 30 33 30 
Wichita — 17 53 47 
Kansas City . 18 32 40 
St. Joseph 6 19 28 
Oklahoma City 22 38 10 
Tulsa ..... 24 66 43 
Dallas District . 7 6rdh sorte 
Dallas 27 = r53 23 
Fort Worth ... r22 0 47”—is«8S; 


Houston 28 44 BO 
San Antonio 20 23 21 
San Francisco District 2% rho Bs) 
Los Angeles Area 24 33 31 
Oakland ‘ 36 28 29 
San Francisco 21 26 MM 
Portland 28 56 55 
Salt Lake City 21 538 Bad 
Seattle 35 59 Ww 


Data not available. 
rRevis 


Electric Housewares 
Manufacturers Seek | 
$1 Billion Gift Market 


(Picture on Page 42) 
Cuicaco, Jan. 24—Despite grow- | 
|}ing uncertainties in the couritry’s 

economic picture and the already 
pressing problems of shortages in 
critical materials, the electric 
housewares section of the National 
Electrical Manufacturers Assn. is 
planning a full scale merchandis- 
ing and promotion campaign aimed 
at capturing a billion dollar share 
| of the nation’s multi-billion dol- 
lar gift market. 

The drive’s opening phase was 
presented to dealers and distribu- 
tors attending the National House- 
wares Manufacturers Assn.’s 
housewares and home appliance 
exhibit at Navy Pier here this 
week 

The NEMA drive will empha- 
size more widespread acceptance 
of electrical houseware items as 
year-round gifts, utilizing the 
| theme, “Give Electric Housewares 
—First Choice for Every Gift Oc- 


| casion.” 


@ The campaign will be carried 
out at the retail level by appliance 
dealers, public utility companies, 
| department, drug, hardware and 
jewelry stores, which will receive 
basic campaign posters and win- 


dow streamers at no cost. Maga- 
zines, radio, television and syndi- 
cated columns will tie in the 


theme on the national ievel. 

The joint effort is planned to 
peak up at normal gift-giving peri- 
ods, such as Mother's Day, Father's 
Day, Christmas, etc. 


Weekly Publications Sells 
‘People Today’ to Hillman 


Hillman Periodicals Inc. has 
purchased the pocket-size maga- 
zine, People Today, from Weekly 
Publications Inc., publisher of 
| Newsweek (AA, Jan. 22). The 
transfer is effective Feb. 13. The 
magazine was launched about six 
months ago in a selected group of 
test cities, and sales rapidly in- 
creased from 100,000 to more than 
300,000. 

The success of the magazine has 
created a serious problem of pa- 
| per supply, however. As a result, 
the publishers of Newsweek de- 
cided to dispose of the magazine 
and husband paper supplies for 
Newsweek itself. Hillman Periodi- 
cals plans to expand distribution 
of People Today nationally, with 
| 1,000,000 as the immediate circu- 


lation goal. 


‘Photoplay’ Increases 
Ad Rates and Copy Price 


True Story Women's Group, New 
York, has issued a new rate card, 
No. 4, which increases the basic | 
rate for Photoplay only by ap-| 
proximately 5%, effective with the 
May, 1951, issue. The basic page 
rate for Photoplay will go from 
$3,000 to $3,150. Advertisers who 
have used one or more insertions 
since July, 1950, will be protected 
through the July, 1951, issue. 

Effective with the April, 1951, 
issue, Photoplay will raise its per 
copy price from 15¢ to 2 


Itgen Joins Gray & Rogers 


Frank A. Itgen Jr., formerly an 
account executive with Julian G. 
Pollack Co., Philadelphia, has 
joined the contact department of 
Gray & Rogers, Philadelphia. 


Retail Sales, December-January, 1948-50 
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Lists Special Weeks, Days 


The U. S. Department of Com- 
merce has released a compilation 
of special days, weeks and months 
to be observed in the U. S. during 
1951. Comparison of this year's 
edition with those of 1950 and 1949 
indicates a rising trend in the num- 
ber of special events promoted and 
observed, especially in those de- 
signed to promote the acceptance 
and use of particular kinds of mer- 
chandise. Entitled “Special Days, 
Weeks and Months in 1951,” copies 
may be obtained from the Super- 
intendent of Documents, Washing- 
ton 25, for 15¢. 


Ben-Hur Signs Radio Series 


Ben-Hur Products Inc., Los An-| 
geles, for its Ben-Hur coffee, tea, 
spices and extracts, Golden West | 
coffee, Jell-A-Teen desserts, has | 
signed to sponsor “Bob Barred and 
the News,” Mondays, Wednesdays 
and Fridays, 7:30-7:40 a.m., over 
30 ABC Pacific stations. This marks 
the first use of network radio by 
the 50-year old company. Mogge- 
Privett, Los Angeles, is the agency. 


Appoints Webber Agency 

Webber Advertising Agency, 
Grand Rapids, Mich., has been 
named to direct advertising on the 
brands controlled by Grand Rap- 
ids Wholesale Grocery Co., Grand 
Rapids. Newspaper, radio, tele- 
vision and outdoor advertising will 
be used on a regional basis. 


‘Bulletin’ Discontinued 


The Bulletin, Edmonton, Alta., 
has ceased publication. The reasons 
given by Harold L. Straight, pub- 
lisher, are the rising costs of ma- 
terials and labor; limitations on 
building and mechanical expan- 
sion, and restricted newsprint sup- 
plies. Bulletin Press Ltd., commer- 
cial printing establishment oper- 
ated in a separate building, will 
remain in operation as the proper- 
ty of the Essex Co., owner of the 
Bulletin and the Albertan, Cal- 
gary, Alta. 


Two Appoint Butler Agency 


Kenneth B. Butler & Associates, 
Mendota, Ill., has been named to 
handle the advertising of Martin 
Engineering Co., Kewanee, IIL, 
manufacturer of foundry equip- 
ment. Trade publications and di- 
rect mail will be used. Craft Stu- 
dios, Davenport, Ia., also has 
named Butler as its agency. Craft 
manufactures household items and 
hobby kits. 


Bonham Heads Vick Unit 


Lewis F. Bonham, formerly 
merchandising manager for the 
Mennen Co., has been elected pres- 
ident of Alfred D. McKelvy Co., 
subsidiary of Vick Chemical Co., 
which makes the Seaforth line of 
toiletries for men. Mr. Bonham, 
who will take over on Feb. 1, 
succeeds Richard K. Hines, who 
has resigned. 
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Phoenix Cuts Lines 
to Two; Schedules 
Television Spots 


MILWAUKEE, Jan. 24—Phoenix 
Hosiery Co. will specialize in 
women's full fashion and men’s 
staple hosiery to the exclusion of 
all other lines, according to 
Frazier D. Maclver, executive 
vice-president. 

Principal reason for the change, 
Mr. Maclver said, is that sales 
of children’s lines were not com- 
mensurate with the effort put into 
them. As a result of the speciali- 
zation, Phoenix men’s line will be 
expanded to include socks made 
of the new synthetic dynel, fiber 
V, orlon and vicara yarns. 

New promotion plans resulting 
from the changes in production 
include the use of television spots 
for women’s full fashion hosiery 
Beginning Feb. 28, Phoenix will 
use one-minute TV film spots 
over stations in 26 key cities. The 
ll-week drive will be pointed 
toward Easter and Mother's Day. 

The account, formerly handled 
by Earle Ludgin & Co., is now be- 
ing serviced by Hockaday Asso- 
ciates, New York. 


Dealer Group Names Bernsohn 


Al W. Bernsohn, formerly in the 
press division of the RCA Victor 
division of the Radio Corp. of 
America, Camden, N. J., has re- 
signed to become managing direc-§ 
tor of the National Appliance &7 
Radio Dealers Assn., Chicago. 


: 


Drew Elects Kent V.P. 


E. F. Drew & Co., New York, 
detergents and automotive chem- 
icals, has elected George H. Kent, 
sales director, as vice-president. 


DEALER 


NORTHWEST publication covers 

Minneseta, Wisconsin, North and 

Sovth Doketo 

1OWA publicetion covers lowe. 
1013 Fourth Ave. Se., Minneepelis 4, Minn. 
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McCalls 


Fibsy 1951 Both | 


This national magazine serves 
its readers and its advertisers 
these 3 important ways: 


I. MAKING WOMEN 
WANT 
the right things—through greater 


established editorial emphasis on 
service —with articles in five classifi- 
cations —food, fashion, furnishings, 
home appliances, health and beauty. 


2. HELPING WOMEN 
CHOOSE 
the right things —by making it easier 
for women to find your advertise- 
ment anywhere in the book, through 
editorial makeup that creates high 
reader interest cover to cover. 


3. MOVING WOMEN 
TO BUY 


the right things —through regular 
and continuing retail promotion, 


on a national basis, that insures the 
movement of products, advertised in 
McCall’s, at the point of sale. 


THIS MONTH — 
MeCALL’S “PAGEANT OF NATIONAL BRANDS” 


The biggest promotion ever undertaken in the super market 
field—featuring direct advertising and point-of-sale tie-ins with 
4,000 members of Super Market Institute—and, at the request 
of McCall’s, with special citations by Brand Names Foundation. 
Ask your McCall’s representative for full details on this and 
other McCall’s promotion activities—which move more mer- 
chandise for McCall’s advertisers. 
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